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Crest Theatre, 

Oceanside, California, 

where every detail of 

construction, equipment and 
was d, A 


“THE BEST AT THE CREST” py soccnsinsse 


Best at the Crest.” 





includes Heywood-Wakefield Comfort 


Confidence Well Justified— 
“The Best” Proves Sound 
Policy—‘‘When we built the 
Crest,” says owner Erwin 
Sklar, “it was the determina- 
tion to offer patrons the best in 
entertainment in the finest, 
most comfortable surround- 
ings. The selection of Heywood- 
Wakefield ‘Encore’ Chairs was 
one of the most important steps 
in our planning for comfort. 
Since our opening in March, 
this policy has been amply re- 
paid, both in steady patronage, 
and in the enthusiastic com- 
HEYWOOD-WAKEFIELD “ENCORE” MODEL TC 701 CHAIRS—are in- ments of patrons.” 


stalled throughout the beautiful and luxuriously appointed 1,000-seat 
Crest. 


ROM COAST TO COAST, the ex- 
perience of operators demon- 
strates the dollars-and-cents value 
of Heywood-Wakefield comfort in 
assuring full value for your invest- 


ment in new construction or mod- 
A H E Y W 0) @) ) e ernization. Your nearest Heywood- 
Wakefield distributor will gladly 
WA KE F E LD cooperate in making extra comfort 
an extra-profit feature of your 

theatre. 


Sales Offices in: Baltimore, Boston, 
Chicago, New York 


Theatre Seating Division 
MENOMINEE, MICHIGAN SEE OUR ADVERTISEMENT “COMFORT IS OUR BUSINESS” IN “TIME” 
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. . published the first Saturday of each 
month, with the regular monthly issues, and 
an annual edition, the Market & Operat- 
ing Guide, which appears in March, issued 
as Section Two of Motion Picture Herald 


GEORGE SCHUTZ, Editor 


Advertising Manager: RAY GALLO; Midwest Representative: 
URBEN FARLEY, 120 South LaSalle Street, Chicago. 
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About People 
of the Cheatre 


AND OF BUSINESSES SERVING THEM 


Art JOHNSTON, manager of the Lake- 
wood theatre, Lakewood, Colo., has been 
recalled to active duty with the U. S. Air 
Force. He is stationed at Lowry Field, 
Denver. 


Doye SNELLING is the new manager of 
the Santa Fe theatre, Denver. He suc- 
ceeds StevE Warp, who resigned, 


LoweL_t PARMENTIER has resigned as 
merchandise manager and purchasing agent 
for Evergreen Theatres in Seattle to take 
an executive position with the Bon-Bon 
Corporation in California. Cart MAHNE 
has taken Mr. Parmentier’s place at Ever- 
green Theatres. 


Jake Bauer, Fort Morgan, Colo., 
drive-in owner, has opened his second out- 
door theatre at Brush, Colo. 


E. L. Watton, former vice-president 
and assistant general sales manager of Re- 
public Pictures, has purchased a half in- 
terest in Modern Theatre Supply, Seattle, 
distributors of RCA equipment in the 
Northwest, SHELDON Burns, president, 
announced recently. 


Nick BariLe, projectionist at the Cen- 
ter theatre, Hartford, Conn., has been 
promoted to chief projectionist. 


E. S. GREGG, vice-president and manager 
of the Westrex Corporation, returned to 








Robert Hanover, inventor and manufacturer of the 
Hanover automatic carbon saver, as he signed a 
contract with Norpat Sales, Inc., New York, for 
world-wide distribution of the device. Standing is 
M. D. Faige, manager director of Norpat. 
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WAGNER 


WINDOW-TYPE FRAMES 
AND GLASS UNITS 


{ Pat. Pending] 


Because of their stronger construction, plus 
the fact that they can be installed before 
installing the glass, they are the only frames 
which can be built without limitation of size, 
and which can be economically serviced 
through open windows and without removing 
frames. 


WAGNER LOW COST 
STEEL PANEL 
ASSEMBLIES FOR 
DRIVE-INS 


[Pat. No. 2224069. Other patents pending] 


Letters mount directly on the panels. No dirt- 
catching bars required. Panels in porcelain 
enamel guaranteed ten years against cracking, 
crazing, chipping or discoloration by reason of 
the elements. Panels in long lasting baked 
enamel at two-thirds the price of porcelain. 


WAGNER TRANSLUCENT 
PLASTIC LETTERS 


(Pat. 2048040 (adjudicated) and many ot! 


The easiest changed of all letters. Exclusive 
wind-proof slotted method of mounting pre- 
vents freezing, sliding or blowing off. The only 
letters that can be stacked in storage without 
danger of warping. Five sizes in five gorgeous 
colors, the widest range on the market. Also 
slotted aluminum letters in the largest range 
of sizes, styles and colors. 


THEATRE. 
.) 
STREET 


-- 


_* 
- 
- 
¢ 
¢ 
, 
, 
¢ 


, 
/ SIGN SERVICE, INC. 


/ 218 S. Hoyne Ave. « Chicago 12, Ill. 


Please send details and prices on ( ) 
Frames ( ) Steel Panel Assemblies ( ) 
Plastic Letters ( ) Aluminum Letters. 
( ) Please send big free catalog on 
Wagner show-selling equipment, the 
largest line in the world. 




















DOUBLY GUARANTEED TO SAVE YOU MONEYe ee « « | New York recently after visiting Westrea 


subsidiary companies in Europe and South 
| America. 





Loew’s College theatre, New Haven, 
rated a two-column story in the New 
Haven Evening Register recently when 
the house played ““The Great Caruso.” The 

| theatre’s projectionist, ANTHONY BaAsILI- 
CATO had played a bit part in a film with 
Caruso 34 years ago. 


HERMAN G. PLACE president of Gen- 
eral precision Equipment Corporation, was 

| host to a recent meeting of the company’s 
| theatre equipment co-ordinating commit- 
tee in New York. The committee is work- 
ing on a long-range program of research, 
development and improvement of theatre 
equipment manufactured by the corpora- 


s tion’s companies and distributed by Na- 
tional Theatre Supply. 


J. G. Smart, Loew City manager in 
Continuous CARBON BURNER Baltimore, was the guest speaker at a 
recent Kiwanis Club luncheon. His talk 
T — was on theatre television. 
Ihe response to the Hanover Continuous Carbon Burner proves 
that eaeeneer wants to save money .. . and we guarantee carbon Joun Wuurney, Boston construction 
savings! The Hanover Continuous Carbon Burner pays for itself engineer, is building his own drive-in at 
by using-up every inch of “burning life” in the positive carbon right Orange, Mass., called the Pioneer, for late 
down to the last inch. Don’t wait—order yours today and begin summer opening. 


saving immediately by reducing your carbon bills. 
Jack ScHWARTZ has severed his con- 
UNBEATABLE FEATURES: Any operator can install it... quickly, easily in a Suprex type lamp. nections with the Plaza theatre, Derrv, 


Parts don't wear out-—no maintenance cost. Precision built, completely automatic. Pre-heats incoming 3 , P 
carbon. No disruption or loss of light in changeover. Eliminates uncertainty of burning period of N. H., leaving Dave ZeERINSKY sole 
any size carbon stub. Pays for itself immediately by using accumulated waste 
owner and operator. 





5 YEAR PRODUCT GUARANTEE : Interstate Theatres’ remodeled Dennis 
ee ee cea ee NORPAT SALES, INC. drive-in on Cape Cod, has been reopened. 
MONEY BACK GUARANTEE | 45 W. 45th St., New York 19, N.Y. Metvin Wass is manager of the 600-car 
You have 5 days from the time you receive the Cables: NORPATCREAT, NEW YORK outdoor theatre 

unit to install and test it thoroughly Dear “Doe’’: 


Please send C.0.D. a Hanover Continuous 
Carbon Burner at $77.50. 1 will install it 


immediately. If not satisfied after 5 days from d 

FIRST COST... ONLY COST | immediately, if not satisted after 5 days from date unit 

XTRAS cs . 5 

$77 50 ee zl = Type has resigned as business agent of Local 
- Pos. Carbon S$ ‘ “2 ee 

ere eee ai 273, because of ill health. He held the 


Name 


HOW TO ORDER: FILL IN partial union post 15 years. 
COUPON and MAIL TODAY... 








Matr KENNEDY, projectionist at the 
Paramount theatre, New Haven, Conn., 








Cart Zeirz has installed York cooling 
equipment at his Academy theatre, Fall 
River, Mass. 








Watrer Morse has succeeded JACK 
GIMBRONE as manager of the Cinema 
theatre in Buffalo, N. Y. 


THE RIGHT COMBINATION .. for any curtain job! Da.tTron Burcetr recently purchased 


the State theatre, Dunkirk, N. Y., from 


ee=er ADC Curtain Track plus | i. p. vay. 
First cHoice for ~ Autodrape Curtain Machines 


smooth, effortless 
operation and 
proven performance. 


The right equipment fort Rochester. 
AUTOMATIC 


for every require- 

- t. . . . . . 
“Ww “ leb DEVICES COMPANY BARBER Faris is the new projectionist 
We yr at ra Smo + aaa 116 N. 8th St. Allentown, Pa. at the Westport drive-in, Fall River, Mass. 
RICHARD [RONFIELD replaces him at the 


RAZ yy READ THE AVS —Mayre news/ 








Grapvon Hopces has opened a minia- 
ture golf course at his Empire drive-in near 
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Winning the battle of the box office 
depends on a lot of things. And not the 
least of them is comfortable, convenient 
seating. 


a a 
And you win in many ways when you 2 

P , me § 1—Here’s the normal, 
modernize your theatre with Kroehler & comfortable lounge- 

} bl je 

Push-Back* Seats! Take the matter of " = 3 Push-Back Theatre 
concession sales. Tests show that Push- ee 
Backs’ easy in-and-out feature boosts 
sales of popcorn, soft drinks and 
candies. 


Why? Because patrons find it so easy 

to leave their seats to buy more refresh- 

ments. No embarrassing tripping or Se eer 

stumbling over feet in the dark! ee ee 
F body slides the seat 

If you plan to modernize your seating back. 

in the near future—now is the time to 

act! Let us prove why Kroehler Push- 

Back Seats will pay off at your B. O. 


Write or wire nearest office. 


3—Relax, chair slides 


*Fully protected by patents a8 : 
back to normal, com- 
fortable position—no 
standing up, no incon- 
venience 

A VOC 


THE WORLD'S FINEST THEATRE SEAT 


Chicago 11, Ill. New York 16, N. Y. Los Angeles 7, Calif. Dallas, Texas 
666 Lake Shore Drive One Park Avenue 2028 So. Vermont Ave. 2023 Jackson Street 
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ONE SCREEN 


..» FOR TELEVISION 
AND REGULAR 
PROJECTION! 


“PANTEX,” The New Specia! 
Vinyl screen surface . . . Highest 
brightness gain ever achieved 
for a diffusive screen... Every 
seat perfect...No limited 
viewing angle as obtained with 


a beaded surface. 


RAYTON 


SCREEN CORPORATION 


165 CLERMONT AVENUE * BROOKLYN S NEW YORK 


encaten Je ng 
oe) 


LIGHT 
Light increases of 15% to 60% avail- 


TRANSMISSION 
able! Changeover from old 6 element 


eee 
lenses NOW! 


yt, OpTc 
COMPANY, INC 


330 ROCHESTER NEW YORK 





LYELL AVENUE. 


MORE 
BEAUTY in 


GRIGGS 
CHAIRS 


Their Becuty sparkles! 
Comfort —the minute 
they're occupied! 


Superior construction 
gives years of service. 


WRITE FOR CATALOG 


GRIGGS EQUIPMENT CO. 


Belton, Texas 


OU ave time—be able 
ail your requirement 


3Avertiser 


direct 


heatre 


+e 


COMING NEXT MONTH 

An Outstanding Advance 

in Sound Reproduction 
by Ballantyne 


Academy theatre there. In other changes 
there, Jor Epstein has gone to the Empire, 
ROBERT SHELDON to the Durfee, and Jor 
SMITH to the Empire. 

SAM FINEBERG and Jim ALEXANDER 
the late ArTHUR Ma- 
Motion Picture Supply 
Company, Pittsburgh. 


taken 
RONE’S Superior 


have over 


WitiiaM GoLpMAN, head of Goldman 
Theatres, Philadelphia, has been named a 
the board of the 
| city’s Academy of Music. 


member of directors of 


KILPATRICK, who sold his 


theatre holdings in Philadelphia to become 


GEORGE 


a Florida hotel owner, has sold his hotel 
interests to re-enter 


Philadelphia. 


the exhibition field in 


WeLpoN Parsons, formerly with the 

Marcus circuit, FRANK 
i : ; 

PAUL as manager of Keith’s theatre, In 


has succeeded 


| dianapolis. 


Cart Scorr and ROBERT SARVER 


| the new assistant managers ot the Indiana 


and Keith’s, respectively, 


are 
n Indianapolis. 


Jack Rouan, St. Louis exhibitor, has 
purchased the Ritz theatre, South Pasa 
dena, from Simon Lazarus. He reopened 
the house recently, after redecorating it. 

Weaver & Brown, Memphis, have pur 
chased the New theatre at Peach Orchard, 
Ark., from RAYMOND CLEVELAND. 


Mrs. HELEN 


theatre in Dickson, Tenn., called the Dick 


BREWSTER has opened a 
son. 
Mrs. 5. Exton ‘TRAHAN has leased the 


Town theatre, Hackberry, La., Dr. 
Der Barrovo. 


trom 


Leo Foret and JAMes ALairo are the 
new owners of the Web theatre, Cutoff, 
La. They purchased it from Wess CALalis. 

Georct Harotp Dunrorp, 79, of 
Oklahoma City’s first motion picture the 


one 
atre operators, died recently in a city rest 


home. 


\Ir. and Mrs. JosepH FELDHANS are 
theatre at Schaller, Ia. 
installing new projection and 


remodeling their 
They 


sound equipment, and enlarging the pro- 


are 
jection booth. 


has been named 


the Town 


V ERMASS 
ot 


GAYLORD 
assistant theatre, 


Omaha. 


manager 


the 
the 


FLEMING, Cumberland, Ia., 
the of 


G. 


itre 


N. 


owner, is new manager 


Military theatre, Omaha, replacing Cot. 
A. L. Turrie, who has been named city 
defense chief. 


Western Theatre Equipment Company, 
which has supplied equipment to many Ore- 
and Washington been 
liquidated. Inter-State ‘Theatre Equipment 
Company, owned and manager by JosEPH 


gon theatres, has 


Becker, has succeeded the company in the 
ame Portland headquarte:s. 


BARNEY SHERMAN has taken over the 
Peerless theatre, Milwaukee. 

The Homer theatre, Hibbing, 
Minn., 
as the Pix. Arr Moustrap and Aucust C. 


KuBIAK 


former 
has been remodeled and reopened 
are the new owners. 

JoHN McKay, operator of the Pewau- 
kee, Wis., theatre, has purchased the two 
theatres in Eagle River, Wis. 


‘Tom KNIGHT, Riverton, Wyo., theatre 
an unofficial airplane 


He flies 


owner, operates as 
ambulance pilot in his off-hours. 


his own plane. 


CATHERINE STARK, of the 
Oskaloosa, la., drive-in, was killed recently 


manager 


when her car got out of control on a high- 


way near Oskaloosa. 


The New 


was incorporated in 


Garden ‘Theatre Company 


Davenport, Ia., re- 
cently with Jor JACOBSON as president, and 
arnt LEHMAN as treasurer. 

Rosert L. JoHNSON and CHARLES W. 
LkGG are the operators of the Chief, a new 
drive-in at Estherville, La. 


CHarces Ropert WyGant, 45, owner 
and of the Heights 
Houston, Tex., died of a heart attack at 


operator theatre, 


his home recently. 


Bos YANcy is the new manager of the 
Showboat theatre, Navasota, Tex. 


Wuitrorp Barry has been promoted to 
assistant of the Center theatre, 


Hartford, Conn. 


manager 


Seymour B, Levine, 


SHER, Ipa M. 
Lyn-Jil 


and 


Lip- 


incor- 


Hivpa L. 
LEVINE have 
porated the Theatre Company, 
Stratford, Conn.; Louis Rose and 
Davip GHERLONE are the incorporators of 
the new Baybrook Amusement Company, 
West Haven, Conn. 


and 


GeorGE KraskKa visited Europe for a 
vacation recently, after resigning as man- 
iging director of the Beacon Hill theatre, 
Boston. CHARLES PHILLIPS has succeeded 
him at the Beacon Hill. 
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THE NATIONAL CARBON 


ARC’S BIG FIVE: 


* small-source size 


* terrific brightness 


* great power from one unit 
* white light 


* minimum heat per foot-candle 


make it indispensable 


on movie sets! 


HE “National” carbon arc offers an ideal combination of the 

qualities most desirable in a studio light. The carbon arc’s 
small-source size — less than one quarter square inch — insures 
sharp shadows, simulates one-source lighting better, creates a 
perfect “follow-spot.’”” The carbon arc’s high brightness pene- 
trates deep sets, establishes high light levels without excessive 
heat, creates better the illusion of a third dimension. The carbon 
arc’s great power from one unit cuts illumination pathways 
through general set illumination, boosts daylight, lights large 


sets so generously that camera-lens apertures may be reduced and 
great depth of focus obtained. The carbon arc’s white light 
matches outdoor shooting conditions, lends itself better to filters 
because it has equal quantities of blue, green and red and, finally, 
makes colored objects appear visually the same inside and outside. 


There is no substitute for the carbon arc. 


MORAL: YOU CAN’T SKIMP ON STUDIO LIGHTING 


WITHOUT RISKING BOX OFFICE! 


When you order studio 
or projector carbons — 


order “NATIONAL”! 


The term “National” is a registered trade-mark of 
Union Carbide and Carbon Corporation 


NATIONAL CARBON COMPANY 
A Division of 
Union Carbide and Carbon Corporation 
30 East 42nd Street, New York 17, N. Y. 
District Sales Offices: Atlanta, Chicago, Dallas, 
Kansas City, New York, Pittsburgh, San Francisco 


IN CANADA: National Carbon Limited 
Montreal, Toronto, Winnipeg 
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Experience Proves: 
Chewing Gum Will Add to Their 
Enjoyment of Your Theatre 


Seminole Theatre, Tampa, 

F Fla., gets extra profits 
from display of popular 
brands of gum. 


rence, Kansas, displays 
chewing gum for extra 
revenue. 


You build good will and extra profits by selling 
and displaying popular brands of chewing gum 


Take advantage of the popularity of 
chewing gum. Display Wrigley’s Spear- 


Yes, chewing gum is a “natural’’ for 
profitable theatre sales—especially when 





the brands displayed are well-known, 
well-advertised fast sellers. People just 
naturally like to chew gum at the movies, 
and they buy their favorite brands on 
impulse when the theatre displays chew- 
ing gum in a convenient location. 





mint, Doublemint, “Juicy Fruit” and other 
fast-selling brands where your patrons 
can easily see and buy them. It’s a service 
your patrons will appreciate, and you’ll 
be surprised at the extra revenue chewing 
gum will take in for your theatre. 
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GEORGE SCHUTZ, Editor 


At New York’s Radio City Music Hall... 


(above, in the Grand Foyer; below, in the Lounge) 


Music Hall photos by staff photographer 


—or, for example, Batesville’s (Indiana) Gibson. 


for AUGUST 1951 


THEATRE 


SALES 


Wav isn't realized by those of the public who object to it, is that 
the snack bar has been installed by motion picture exhibition reluctantly. 
Starting tentatively not so many years ago, it was widely resisted as an 
intruder, as a nuisance to management not worth the profit. It has be- 
come established in the theatre by public demand. Voting with their 
nickels, dimes and quarters, the People, God bless ‘em, created a worth- 
while profit so that they might enjoy the Service. That's Democracy 
working superbly, with the high efficiency of Free Enterprise. . . . Now, 
were the profit to vanish, one wonders if the public would yet allow 
removal of this service. The resplendent Radio City Music Hall has two 
confectionery stands, one in the Grand Foyer, another downstairs in the 
Lounge. By those recent installations, this distinguished playhouse has 
underscored its fundamental kinship with all the screen theatres of the 
land. Wherever there's a heart for the motion picture to quicken or 
lift, there's pretty sure to be a hankering for a snack bar to gratify. That 
sound you hear in auditoriums, of crackling wrappers and munching teeth, 
is humanity out having a good time. 





timulating 


How Theatre Sales 
romotion Is Expanding 


Showmanship d Function 


iwoa sign 


eshments 


Oo DY G 
a refreshing drink 
Not even the 


candy, or to get 


an ice cream sandwich. 
iilability of popcorn on the inside is the 
I Nevertheless 


alert, smart refresh 


they 


buy admission. 


ire susceptible to 


merchandising once they have de- 


r tickets at the door. And much 


done about that without distorting 


reason for their presence. 
In the majority of sales opportunities, re 


are impulse items anywhere. 


t chap you saw walking down a steam- 
treet, mopping his brow, wanted a cool, 
y drink. But he didn’t know it until he 

illustrated 


} 


ss wh 


with a bottle or a 
ereupon he became the ab 
tim of a merchandiser’s wiles. And 


happier for ‘em. 
, 
ell more candy 


Yet there 


ry and drug stores 
by 


immediate 


idy stores, tar. is no 


connection between 


primary merchandise and candy. 


rly all of their candy sales just happen. 
j +} > 


rev? To what extent would they 


st happen if it weren't for the positioning, 


The 


t more than in 


Vs, suggestions that 


ng? A 


indy 


constitute mer- 
great deal less than they do, 
industry savs. 

snack is nowhere in its natural hab 
the theatre. It was exiled 
the motion picture theatres business 
rica. Now that 


reation il 


it is properly part 
ness'< re 


service, it 


attention in its own 


"Ing squeamish, ot course, to in 


10ds which still keep the the 


ES to a theatre 





One of the types of Heralds (at top of page), and a snack stand treatment used by Wometco 
Theatres of Florida in the recent campaign devoted to stimulation of popcorn sales, The campaign 
was based on the value of popcorn as nutritious food. Heralds exploiting attractions included 
copy on this theme. Signs were used in lobbies and at stands. The snack bar shown above is that 
of the Parkway in Miami managed by Jack Friedman (the attendant is Miss Ruth Hopwood). 
The campaign is further described in the accompanying text. 


itre theatre. As William Shakespeare said 
“The 
It has been all to the 
good that the industry has resisted pressures 


(doubtless about something else), 


play’s the thing.” 


to make the motion picture a sly tool of 
other products. But critics of theatre snack 
service haven't a logical leg to stand on. 
A show has ever suggested a nibble and a 
sip to round out a good time. And since the 
refreshment bar belongs in a theatre lobby, 
foyer or lounge, energetic refreshment mer- 
chandising can be a proper role of show- 
manship. 


Actually, theatre sales promotion has a 
greater assortment of opportunities than 
most other confectionery outlets. It can 
make use of much of the sign and display 
material supplied by manufacturers, and it 
can take appropriate advantage of seasons, 
holidays and such occasions as ‘Mother's 
Day,” “Sweetest Day,” and so on. Addi- 
tionally, there are a certain number of pic- 
tures during the year to which snack mer- 
chandising can be tied. Then when you get 
a holiday-plus-picture combination, as in the 
Easter-“‘Mating Season” tie-up pictured in 
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an accompanying photo, you're throwing a 
natural. 

Such tie-ups sometimes suggest them- 
selves; however, it is seldom ‘that the idea 
will plop smack-dab out of a title. Usually 
story material must be examined for possi- 
bilities. Where a direct association of idea 
can’t be built up without it being far- 
fetched, the locale, costuming and other at- 
mospheric material of the picture can some- 
times be used to dress up the stand and its 
attendants, giving it fresh eye-appeal of a 
topical slant. In this class of stunts, the- 
atre sales promotion is strictly, naturally in 
its own special sphere. They’re typical of 
established showmanship. 


“THEATRICAL” DISPLAY 


But showmanship today can _ properly 
reach out for more direct theatre sales pro- 
motion, as William Pardini did, to cite a Combining a holiday theme with the current attraction—a fetching and "natural" use of such 
notable example. Mr. Pardini, executive of opportunities. Arranged by C. E. Doctor, manager of the Capitol in Vancouver, B. C., and his 
George Mann’s Theatre Service in San assistant, Barry Freeman, the scheme included the attendants in bunny costumes. The cut-out rabbit 


Francisco adapted mercantile principles to at end of counter beckoned patrons with one arm and hand, animated by a magnetic motor 


a job of moving certain items. 
Mr. Pardini believes confection manu- 
facturers who spend large sums of money — said so in letters to a number of candy So Mr. Pardini got himself something 
on radio advertising, yet have no advertis- | makers. designed for the purpose. Two examples 
ing material for theatre snack bars, are los- “Know what response I got?” he asked are shown in accompanying pictures, one 
ing a bet. He thinks they should co-operate in explaining his effort. ‘‘Letters to the on the “Look” bar, the other on “Life 
with theatre managers by creating displays effect that they had nothing designed for Savers.” 
especially suited to theatre stands, and he this purpose!” “These displays brought about three 
times normal business on these items during 
the first week they were used,” said Mr. 
Pardini. ‘After such a period, the patron 
For his plan to feature specific items in succession, gets used to a display, so its value as an 
William Pardini of the George Mann Theatres eve-catcher is lost. By the end of the sec- 
organization, San Francisco, developed his own 
counter displays. Of these examples, the "Life 
Saver" material cost $5, the "Look’ display $3.50. , S : 
The former, patterned after a magazine ad, is operation, of course, as in the case of 
made of an actual target with packs glued on a George Mann Theatres, each display can 
white background. In the "Look" dislpay, an actual 
bar is used. Additionally, Mr. Pardini hung wood 
“bars” in “Look” wrappers from the stand canopy, PAE ° ” 
and air currents revolved them “mysteriously.” out, is “crispness and cleanliness. 


ond week the display should be pulled out 
and replaced with a new one. In a circuit 


be sent from theatre to theatre.” 
An essential of such displays, he pointed 


A POPCORN CAMPAIGN 


As for popcorn there is no reason, per 
3 haps at most any theatre, despite the popu- 
it's Delrerous* larity of the confection, to regard sales as 


fe realizing the top potential. The Wometco 


circuit in Florida is one that learned pop- 
corn would respond to energetic merchan- 
dising as well as other items. A campaign 
that included substantial prizes for both 
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SHOWMANSHIP 


stand itself, physically 
depending on 
out 


man so or less so 


—more 
ook like something just stuck in 
or where it ituated, a 

i+ 


> theatre 


c 
San 


h 


ye. 





a primary merchandising tool—a 


of harmony with the style of the lobby or 
it so often was when the service was introduced. 


oictured above 


Francisco 
ae a 
The 


minated 


PLUS UTILITY—1 


silent sale 
its location and design. It never should 


into traffic lanes, whereas the service 
where ice cream, beverages and such 
an example of good practice today 
operated by the Visalia Theatre Cor 
this snack bar expresses the 
which was designed by Gale Santo 
yer well out of traffic lanes, with 
relatively ‘select 
which juts out sli 


glass case 








managers and stand attendants was recently 

waged, with the home office supplying data 

that could be 
} 


atrons in the food 


used to educate 


ind copy 
value of freshly pre 
pared popcorn 
The idea of popcorn as a nutritious food 
was the basis of the promotion. It is the 
ition of Van Myers, circuit refresh- 
it service executive, that the public has 
heard too much against popcorn, not enough 
He has urged the National Associa 


tion of Popcorn Manufacturers to under 


or it 


take an advertising program to reverse that 


In a recent letter to that organ 


Situation. 
ization he said: 
that 


basis as a 


ever been more essential 
we sell popcorn on a national 
food. Already 


because we have failed to do this. 


nutritional it is costing us 


money 
Che Government, for instance, is support- 


] 


ing the price of field corn. This will cost 


us a great deal more money in contracts tor 


1952 deliveries of popcorn.” 


Wometco 
following 


The educational theme of the 
the 
material from a letter addressed 


campaign is indicated in 
to Parent 
Teacher Associations and school principals, 
and employed as well in a house-to-house 
canvass: 


‘It is 


before you this very important matter, ; 


to bring 
the 


our pleasure and duty 
letter begins, and goes on: 

There is probably no food used by the 
the United States 
universally liked and used as popcorn. A 
conducted over a ten-year period 


people of which is as 
survey 
covering thousands of persons, shows that 
practically walk of 
life likes popcorn. Yet in spite of its tremen- 


everybody from every 
dous popularity, few pe ople are aware of 
popcorn’s great food value. 

“The first requirement of any essential 
food is that it be high in caloric value. Few 
people that pound of popcorn 
contains approximately twice as much food 


know one 


energy units as one pound of round steak; 


2% times as many as one pound of eggs; 


six times as many units as one pound of 
milk.” 

The letter then cited U. S. Department 
of Agriculture testimony that popcorn has 
more food energy units than cooked fish 
and meats (except very fat meat), all vege- 
tables and fruits, all bread and cakes, all 
varieties of cheese except Swiss, and all 
table beverages. Other authoritative data 
were also given to show the superior diet- 
ary qualifications of popcorn, both as a 
source of nutrients and as roughage to 
maintain regularity. 

“Your children,’ the letter 
“may attend any one of our theatres and 


concluded, 


be certain of not only enjoying the show, 
but in procuring fresh, high-grade popcorn 
manufactured under spotlessly clean condi- 
tions and strict supervision by experienced 
operators. ‘2 

Copy of similar theme, but brief, was 
added to printed heralds used in picture ex- 
ploitation. Lobby posters carried the copy: 
“Corny but true! Popcorn is the energy 
treat hard to beat! More food value than 
milk, cheese, steak. Nutritious! Delicious! 
And so good for you.” 

Copy on 11x14 counter 
“Treat yourself to a box of hot popcorn, 
Delicious! Nutritious! Healthful! Recom- 
mended by doctors for energy value.” 

And into lobbies went 40x60 signs read- 
ing, “Popcorn is highly nutritious. It leads 
96% of all foods in energy units. Popcorn 
furnishes ‘roughage’ so helpful to a health- 
ful diet. Get your food energy and food 
value the 
delicious hot popcorn now.” 

Trailer copy gave some of the Depart- 


easels read: 


easy way. Try a box of our 


ment of Agriculture statistics and wound 
up with, “Popcorn is nutritious and delt- 
Get our candy counter 


cious. some at 


now.” 
THE STAND ITSELF 


Merchandising is not entirely a matter 
of promotion, of course. Location of the 
snack bar itself is important. Next in 
effect as a “silent salesman” is the display 
of merchandise itself—in attractiveness, in 
convenience, in suggestion. 

The time has passed—though many the- 
atres:have yet to be brought up to date— 
when refreshment service is to be thought 
of as a candy counter stuck in some corner, 
or squeezed between a couple of doors or 
under a staircase. Merchandising begins 
with a stand that (1) is immediately con- 
spicuous and inviting, (2) is scaled to sug- 
gest a liberal choice of items, (3) is related 
to traffic lanes to allow choice or pause 
for a beverage without patrons being hur- 
ried or annoyed by incoming or outgoing 
trafic. The stand itself should bring a 
toothsome morsel or refreshing drink 
promptly to the mind of the patron... . 
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---an Investment 


that CANT BE BEAT” 


Lloyd Boreing, manager of the Lamar Theater, Lamar, Colo., says: 


We have been using your new Manley Aristocrat machine for the 
past year and find it tops, As an investment it can't be beat. It will 
pay for itself in a short time. We figure we get at least four extra boxes 
of corn out of each popping. Anyone who is selling any corn at all is 
actually paying for one but is not having the pleasure of the speed, 
simplicity, and economy of a Manley Aristocrat.” 


@ The secret of the Aristocrat’s success is the LLOYD BOREING, 
volume-popping Cascade Kettle. By actual test, it pops Lamar, Colo., who is sold 
out 20-40% more popcorn... big, luscious kernels that 2 aes 
invite your customers to come back for more. No won- 
der Mr. Boreing is satisfied with his Aristocrat. It’s Copyright 1951, Manley, Inc 
making money for him. It would make money for you. me me ne ee 


Manley, Inc., Dept. MPH 8-4-51 
1920 Wyandotte Sty Kamsas City 8, Mo. 


Please have a Manley man'call and bring me_yout 
booklet on “How to Make Big Profits from Popcorn”. 


Name 


Address 


na se bs See ean eh ds na es 


SALES AND SERVICE OFFICES IN 27 CITIES 
SEE YOUR TELEPHONE DIRECTORY Hii aie dete cnn iene eee aoe eunsiinscten silica 


BETTER THEATRES SECTION 











pace allocation in designing a new theatre, so that full 


‘selling’ location and design is often a problem for the man- 
of an existing theatre. The smack stand is a major consideration of 
justice can be done 
probably with 
+ them frequently requires much ingenuity i remodeling costs are 
sut of line. Color can supply the answer where there isn't room for 
and when that is the case, counter facings and 
plastic-coated 
in an effort to 


at 


refreshment service facilities 
f 


ervice Improvement 


tructural feature 
as Marlite, Formica and viny 
ulds or buttons are perfect solutions. 
atronage at the Carlton theatre in Red Bank, N. J., the Walter 
j could be prc 

was done 
result pictured 
yet there i 

include 
the 


h materials eatherette 


etal m timu 


re attractive t nstallation 


> the 


aciou 

the auditorium. Thi 
with the 
with 
m a variety of items, which 


wall c ite 
essionaire 
interf Cc 


at 
trattic 


ere 
e container b 
and a 
for displays 

plastic fabric 
ighting. 


3If-servic u into 
warmer. 
which 


ana 


ma 


Aar + 
Ma nut 


a 
nagow 


ey co popper 
i frame 


be 
facec lorfu 


w yrescent 








ire of it. With a stand lacking these funda- 


tre 


ic 


e much effect. 


Nr 


. } 
mt of popular Dars. 


themselves. 
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two 


exper 
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( 


make it easy to experience the pleas - is a companion, or to take one of the 
bars home. 

As to self-service of frozen goods, Earl 
Long, manager of the Paramount in San 
Francisco, reports that since placement of 


il qualities, signs and stunts can’t 


of items is subject 


itions of patronage and service at 


cine arrangement 
ice-cream bars so that patrons could help 
themselves, sales have increased over 100%. 
Incidentally, Mr. Long has added cello- 
sel f-ser- 


tre. During the past few years, 
rial experience has pretty much in 
that, wherever feasible, let patrons phane-wrapped sandwiches, also 
viced, and these have had the effect of stim- 
ulating beverage sales. They sell at 25c. 

Dressing up the stand in some atmos- 
pheric theme is also used frequently by Mr. 
Long to hike sales, especially when they 
seem to be lagging, not merely when the 


For 


This has proved true even 


cream items. It can greatly expedite 
er of popular candy bars. Some man 
ilso endeavor to stimulate purchase 

irs by giving them, not 
counter positions, but placement in 
feature attraction suggests an idea. 
example, he may induce the dealer to help 
trim the stand with balloon elephants, 
brilliantly striped cardboard “tents,” etc., 


For 


rving a patron from the case, Sam 
Levi 


in San 


1 of Visalia Theatre Corpora 


Francisco, suggests handing out 


to re-enforce peanut promotion. 
“Mother’s Day” he offers gift-wrapped 
candy specialties, and other occasions are 


har 


of It has been his 
ence that the patron usually will take 


s instead 


one, 


eces of merchandise, either because 


similarly exploited to stimulate sales above 
what a “‘static service’ would produce. 

No discussion of theatre sales promotion 
could be properly concluded without some 
reference to the role of the attendant. That 
she must be neat and courteous goes with- 
out saying—what staff member shouldn’t 
be? Physical qualifications at this spot in 
the theatre, however, include, if not pretti 
ness, certainly comeliness. Contact with the 
snack service is not really necessary to the 
patron’s purpose. A package of charm over 
there behind that counter will never dis- 
courage anyone from pausing on the way to 
the auditorium or out to the street. 

This matter of charm is not just one of 
looks, the kind of 
smile, the quality of the voice, and what- 
ever else goes to make one young lady more 


anyway—it includes 


immediately pleasing (at the first meeting) 
than another. Charm, or the lack of it, is 
a factor in determining to what extent the 
attendant can resort to suggestion in pro- 
moting sales. 

She is not a sales girl in the shop sense; 
the fact that the snack 
all, a service incidental to the 


she is limited by 
bar is, after 
function of a theatre. She can’t use chain 
drug store methods in promoting sales. 

But if she has a fetching personality, she 
can make a grateful purchaser out of a 
hesitant patron by a graceful suggestion or 
two. A remark like, “Many of our patrons 
have found these nut bars very delicious,” 
often suffices. She will try to refer to any 
item with an adjective indicating its tooth 
someness—'‘‘creamy”’ caramels, “rich choco- 
late flavor,” etc. But she will avoid the 
word luscious like the plague. 
much. There’s no sincerity in it. 

In theatre merchandising, it’s the con- 
than 
that 


It says too 


sistent tricks of the showman rather 


the broad strokes of the merchant 


count. 


The snack stand of the Golden Gate theatre, San 
Francisco, which has the attractive title of "Sweets 
‘n' Treats," is given incidental interest by a back 
bar display of brightly dressed dolls and masks, 
which Mark Alling, the manager, changes accord- 
ing to seasons and special occasions. The popcorn 
warmer in the counter has a blower that keeps 
fluffy kernels in “flight.” 
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News and Comment about 
Merchandise sold in the Theatre 





Like Talkies, 
Cup Drinks 
are Here To Stay 


- VANE 


ENJOY HIGHER CUP DRINK 
PROFITS WITH SPACARB 
..-the high speed cup 





Automatic Coffee-Maker 
Using Fluid Concentrates 


A COFFEE-MAKER produc- 
ing a fresh cupful from liquid coffee con- 
centrates has been announced by the Steel 
Cedar Rapids, Ia. 


Products Company, 


Marketed as the “E-Z Way,” the equip- 
ment has a self-cleaning measuring and 
mixing faucet to dispense the beverage. It 
is merely plugged into an electric light 
outlet and connected to a hot water sup- 
ply. 

. 


New Stand Named 
After Other Theatre's 


BECAUSE THE 
ment arid merchandise stand of one theatre 
was exploited with marked success, the 
Franklin & Marshall circuit of Nova 
Scotia, has named a new one, in another 
theatre, after it. The original stand, offer- 
ing magazines, books and souvenirs as well 
in the 


refresh- 


as confections and beverages, is 
Vogue in Halifax. 

The new one, duplicating the first in 
style and merchandise, serves patrons of 
the Mayfair and Dundas theatres, which 
immediately adjoin each other in Dart- 
mouth across the harbor from Halifax. 


Each of the latter houses seats approxi- 


BETTER THEATRES SECTION 


machine designed for short- 
rush demands 


mately 750. The services are operated by 
the Franklin Service Company, which is 
owned by Mitchell Franklin and Peter 
Herschorn, partners in the circuit. 





New Agitator Dispenser 
For Fruit Juice Drinks 


A BEVERAGE dispenser of 
agitator type, with a removable bowl and 
refrigeration unit, has been marketed by 
Majestic Enter- 
prises, Ltd., 
Angeles. The capac- 
ity is 2% gallons. 
The manufacturer 
states that the bowl 
can be removed by 
hand for 
without reducing re- 
frigeration efficiency. 


Los 


cleaning 


The dispenser is 
designed for frozen 
or fresh juices or 
drinks made of 
them, which require 
Electrically operated, it has a sealed com 
thermostatic 
for maintenance of the beverage at 40°. 


constant agitation. 
THEATRE-DESIGNED JUMBO CAPACITY 
. the modern way to take care of 

customer demand during intermission 

rushes easily, speedily ...no lost sales 

due to slighted patrons. 

EYE APPEAL .. . Cool, modern exterior 

blends with your lobby. 

INCREASED VOLUME & HIGHER PROFITS 
. . through Spacarb 4-flavor selec- 

tivity. Patrons love to use Mix-A- 

Drink for new flavor thrills. Save on 

overtime to attendant, too. 


pressor motor with control 
The cabinet is hammertone gray and occu 
pies 13 x 14 inches of counter space. 


Spacarb Adds to 
Local Sales Forces 


BEVERAGE dispensers man 
ufactured by Spacarb, Inc., Stamford, 
Conn., and Bert Mills coffee bar and soup 
bar equipment distributed nationally by 
Spacarb, will be handled in southern New | 
Jersey, Delaware and southeastern Penn- | 
sylvania by the Cup Machine Service Com- | 
pany, 1841 N. 21st Street, Philadelphia, 
according to H. J. 
and sales manager of Spacarb. The latter’s 


Let the Spacarb Operator in your locality tell 
you more or send today for further details. 


Write for FREE BOOKLET: “Any season . . . any customer’ 


SPACARB, INC. 
375 Fairfield Avenue, 
CO Please send free booklet, 
Plee coger ator call on me. 
to have your oper 1 
i. peng orton ah purchasing Spacarb ern 
is hae full details of notional financing plan. 
NAME 
THEATRE 
ADDRESS- 
city & STATE 


Foster, vice-president Stamford, Conn. 


“Any season .. + 
own equipment is a four-flavor ‘‘Mix-a- 
Drink” dispenser of hot and cold beverages. 
Charles Ashley 
Thomas Thompson sales manager of the 
Philadelphia firm. 

Spacarb also has appointed Robert J. 
O’Connor sales representative in Illinois 


is vice-president, and 








and Indiana, with headquarters in Chicago. 

Other recent moves to promote sales of 
the Spacarb line include a contest for sales- 
men and distributors. Entitled “Dress her 
up on Spacarb,” the contest offers $1200 in 
gift certificates for the wives of salesmen 
and distributor executives. 


Action Dispenser for 
Non-Carbonated Drinks 


AN ACTION display 
non-carbonated 
Modern Re- 
treshers, Inc., Chicago, distributors for dis- 
pensing products manufactured by the D & 
R Engineering Company of the same 

ty. Called the “Buckingham,” it 
signed to carry the beverage from the top 


type 
beverage dispenser for 


drinks has been marketed by 


is de- 


of the glass container over a series of Cas- 
cades. At the top is a light. 

The globe has a capacity of 12 gallons. 
Che filler hole at the top is 8 inches in 
With 


diameter. a Freon-12 compressor, 





the dispenser has cooling action rated at 

from 75° to 42 
The base is 18 inches high and made of 

stainless The 

nches in diameter and 30 inches high over- 


in 15 minutes or less. 


steel. unit measures 18 


ill 


Cartoon Trailer for 
Snack Sales Stimulation 


A CARTOON 
to stimulate sales at the re- 


trailer in 
Technicolor 
freshment bar has been announced by the 
Filmack Trailer Company of Chicago and 
New York. 


Dave Fleischer, creator of “Popeye” 


The trailer was produced by 
and 
The 


new Filmack strip runs three-quarters of a 


other popular series of film cartoons. 


minute. Test runs are available at either 


the New York or the Chicago office. 


18 


Attendant Uniforms 
Of Lightweight Fabric 
UNIFORMS suited to re- 


freshment stand attendants, particularly of 
drive-in theatres, in summer weight fabric 


4 


that is yet durable, have been announced 
by the Angelica Uniform Company, St. 
Louis. Pointing out that it has been diff- 
cult to produce lightweight materials that 
were yet durable enough to withstand the 
hard wear and repeated washings to which 
such apparel is subjected, the manufacturer 
describes the new fabric, called ‘“Aire-Lite,” 
is a_ lightweight Angelica’s 
“Monte” cloth. 

lhe uniform made of it has pin-checked 
gingham for detail 
pocket is inserted beneath the left bodice 
with brown 


version of 


irrows and a breast 


arrow. It comes in 


trim white with red, rose with Navy blue, 


aqua 
with brown, 


Ms 
ind yellow 


Named Promotion Aid 


R. G. HAIRE 
National Theatre Supply as field man in 
the Sweden “‘Movie 
Cone”’ soft ice 
freezer. He was for- 


has joined 
promotion of 


the 
cream 


merly on the sales staff 
of the General Regi 

ter Company. In this 
position with NTS, he 
will work with branch 
managers and = sales 
throughout — the 
country in the promo- 


men 


tion of sales of the Sweden freezer. 


‘ ope ° 
Price Ceiling Raised 
AUTHORIZATION has vec 
issued by the Office of Price Stabilization 
to soft drink bottlers, for increase of prices 


to retailers to a maximum of 96c a case. 
The agency said that it believed this will 
mean a retail price of 6c instead of 5c per 
bottle on beverages whose bottlers take full 
advantage of the new ceiling. 


Sales Idea Booklet 
On Buttered Popcorn 


ALMOST thirty pages of 
ideas for the promotion of buttered pop- 
corn sales at theatres offering it, are con- 
tained in a booklet just issued by Supurdis- 
play, Inc., Milwaukee, developers of the 
“Butter-Mat” for efficient dispensing of 
popcorn flavored with butter—which, the 
company points out, is the way Americans 
have always prepared popcorn at home. 

Scores of promotional devices are de- 
There is copy for 
newspaper advertising and publicity stories, 
radio spot announcements, screen trailers, 
etc., and suggestions for counter and lobby 
displays, special attendant costumes, con- 
tests and dairy publicity. The booklet also 
discusses the training of vending attendants 
and the maintenance of equipment. 


scribed and illustrated. 


Orange-Crush Handling 
New Display Dispenser 


A NEW pre-mix beverage 
dispenser is being distributed through the 
Orange-Crush Company, Chicago. De- 
signed to supply dynamic display, the dis- 


penser has a Freon-12 compressor scaled to 
cool the syrup and water from 75° to 42 
within 5 minutes, the distributor declares. 
It is also stated that dismantling, cleaning 
and reassembling can be completed in 15 
minutes. Valve parts are of stainless steel. 
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Index to products Advertised 
& described in this issue, with 
e Dealer directory 

Convenient inquiry postcard 


Firms are numbered fer easy Identification le using postcard. Dealer indications refer to Ilsting on following page. 


ADVERTISERS ... 


NOTE: See small type under advertiser's 
name for proper reference number where 
more than one kind of product is advertised. 
Adv. 
Page 


Reference 
Number 


t—Adler Silhouette Letter Co. sake 
Changeable letter signs: Front-lighted panels for 
drive-ins (1A), pom -ttetied panes (it), and 
changeable letters (iC). All dealers. 
2—American Seating Co......... aie a 
Projection are lamps. Unaffiliated dealers. 
3—Ashcraft Manufacturing Co., C. S....... 34 
Projection are lamps. Unaffiliated dealers. 
4—Automatic Devices Co.... WLS eae Ale 
Curtain traeks (4A). eurtain machines (48). Un- 
aMfiliated dealers and direct. 
5—Ballantyne Co., The, 
8, 22. 28, 30, 34, 36, 38, 39, 40 
Sound equipment. Dealers, |. 4, 7. 14, 21, 22, 34 
37, 45, 49, 57, 61, 62, 67, 71, 78, 81, 94, 97, 101, 
104, 112, 115, 122, 125, 128, 182. 
6—Cali Products Co., The......... 
Carbon savers. All dealers. 
7—Coca-Cola Co., The 
Soft drinks. Direct. 
8—Droll Theatre Supply Co. 
Carbon savers. Direct. 
9—F & Y Building Service, The 
Architectural design and building service. 
10—G-B Kalee, Ltd. 
Projection and sound equipment. 
11—GoldE Manufacturing Co. 
Ticket dispensers. Ali dealers. 
12—Griggs Equipment Co. 
Auditerium chairs. Direct. 
13—Heywood-Wakefield Co. 

Auditorium chairs. Unaffiliated dealers and direct. 
14—Ideal Seating Co. , nde ore 
$840 58, 60. 83, 66. 76. 84. 87; %, tor, 108. 100, 

110, 118, $19, #22, 126, 132. 
. 4th Cover 
NTS. 


15—International Projector Corp. 
Projectors (15A), sound equipment (158) 

16—King Amusement Co. ; "ey 30 
Playground equipment for drive-in theatres. Direct. 


17—Kroehler Manufacturing Co........-.... 7 
Auditorium chairs. Unaffiliated dealers and direst. 


18—LaVezzi Machine Works...............- 32 
Projector parts. All dealers. 


19—Lorraine-Carbons, Inc. P BE 
Projection carbons. Franchise dealers. 


42—Magic Fog, Inc. Pen To cata see 
Insecticide fogging for drive-ins, Direct. 


ictiadlee, Mil ss ici sc nassaanvdocssesess: FO 
Popeorn machines and supplies. Offices in principal 
cities. 

21—Marsh Wall Products, Inc..........+...+ 23 
Architectural materials. Direet. 

22—National Carbon Co., 
Projection carbons. All dealers. 

23—National Super Service Co., Inc......... 
Vacuum cleaners. All dealers. 


Adv. 


Reference 
Number Page 


24—National Theatre Supply Co.. 29, 32 


Theatre television (24A), Projection are lamps (248). 


25—Norpat Sales, Inc. 
Hanover carbon saver. Direct. 


26—Novelty Scenic Studios, Inc. 
interior decoration. Direct. 


27—Payne Products Co..... Sule palate rare 
Carbon savers. NTS Denver, Albany, Memphis and 
dealers 12, 20, 24, 40, 44, 58, 58, 70, 83, 108, 113, 
413, 148, 122, 129, 


28—Poblocki & Sons ina eKESE aE OR 
Marquees (28A), box offices (288), poster cases 
(28C), drive-in signs and attraction boards (28D). 
All dealers. 


29—Raytone Screen Corp. j 
Projection sereens (268A), projection lenses (288). 
Direet, 


30—RCA Service Co. 
Projection and sound maintenance. 


31—S. O. S. Cinema Supply Corp. 
Distributors, 


32—Shearer Co., B. F., The 
Projection screens. Authorized dealers. 


33—Spacarb, Inc. 


Beverage dispenser. Autthorized dealers. 


34—Sportservice, Inc, 
Concession services. 


35—Strong Electric Corp. 


Rectifiers. All dealers. 


36—Trans-Color Screen Co., Inc. 


Projection screens. Direct. 


37—Wagner Sign Service, Inc. 
Changeable letter signs: Front-lighted panels for 
drive-ins (37A), back-lighted panels (37B), and 
changeable letters (37C). All dealers. 


38—Wenzel Projector Co., The 


Projectors (38A), soundheads (38B), 
magazines (38D). All dealers. 


bases (38C), 


Reference 
Number 


39—Westrex Corp. 


Foreign distributors 


40—Williams Screen Co. 


Projection screens. Direct. 


41—Wrigley, Jr., Company, Wm 


Chewing gum. 


EDITORIALLY ... 
“EXPANSION” OUTDOOR PLAN, page 38 


Construction and equipment scheme for a thea- 
tre built first as a walk-in with provisions for com- 
pletion as a drive-in the following year, developed 
by The Ballantyne Company. Postcard reference 
number E43. 


LOW-COST FOGGING DEVICE, page 38 


Inexpensive attachment for jeep or truck, using 
motor heat and exhaust to create fog of insecti- 
cide throughout drive-in area, marketed by Magic 
Fog, Inc. Postcard reference number 42. 


CONCENTRATE COFFEE-MAKER, page 17 


Equipment for dispensing coffee made from 
liquid concentrates, automatically mixing coffee 
with hot water, manufactured by Steel Products 
Company. Postcard reference number E44, 


FRUIT DRINK DISPENSER, page 17 

Agitator type beverage dispenser for frozen or 
fresh juices or fruit drinks, manufactured by Ma- 
7g Enterprises, Ltd. Postcard reference number 
45. 


NON-CARBONATED DISPENSER, page 18 


Counter equipment with action display and light 
at top, marketed by Modern Refreshers, Inc. Post- 
card reference number E46. 


For further information concerning products referred to 
on this page, write corresponding numbers and your name 
and address, in spaces provided on the postcard attached 
below, and mail. Card requires no addressing or postage. 


To BETTER THEATRES Service Department: 


Please have literature, prices, etc., sent to me accordi 


ng to the following 


reference numbers in the August 195! issue— 
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Dealers in the United States listed | ically 
wise marked for cross-reference from Index of | 





ALABAMA 
i—Queen Feature Services, 2000, Merris Ave. Birmingham. 


ARIZONA 
2—Girard Theatre Supply, 320 W. Washingtee St. Phoenix. 


ARKANSAS 
$—Theatre Supply Ce., 1621 Grand Ave., Fort Sm 
4—Perrin Theatre Supply, 1006 Main St. Little 
CALIFORNIA 

Fresno: 
S—Midstate Theatre Supply. 1906 Thomas. 


Los Angeles: 
é—John P. Filbert, 2007 S. Verment Ave.* 
National Theatre Supply, 196) S. Vermont Ave. 
7—Pombrex Theatre Suppiy, 1969 S Vverment Ave 
8 fF. Shearer, 1964 S. Vermont Ave. 
San Diego: 
@—Riddels Theatre Supply, 1543 Fifth Ave 
San Francisco: 
t | Theatre Supply, 255 Golden Gate Ave. 
dey Theatre Supplies, 187 Geldes Gate ve 
f Shearer, 243 Golden Gate Ave 
western Theatrieal Equipment. 437 Gelder uate Ave.* 
COLORADO 
Deaver: 
3—Granam Grothers, 548 Lincola &' 
National Theatre Supply, rn Cham pa ll 
4—Service Theatre Supply, 2054 Broad 
5—Westera Service & Supply, 2120 Greedeey xg 


CONNECTICUT 

New Hoven: 
6—Phillips Theatre Supplies, 130 Meacew St. 
National Theatre Supply, 122 Meadew St. 
LISTRICT OF COLUMBIA (Wesbiagton) 
\7—Briest & Sons, 925 New Jersey Ave., 
{8—Bee Lust, 100i New Jersey Ave., N. 


FLORIDA 

(@—Joe Hornstein, 7/4 N. E. ist St., P ag 

20—Seutheastern Equipment, 625 W. Bay Bt. Jasksenvilie.* 
2i—United Theatre Supply, 110 Franklin St, Tampa 


GEORGIA 
Albany: 
22—Dixie Theatre Service & Supply, 1014 N. Siappey Dr 


Atlanta: 
23—Capitol City Supply, 161 Waltee St. N. _ 
National Theatre Supply, 167 Walteo N 
24—Seutheastern Theatre Equipment, 20! - “8 Luskle St. 
25—Wil-Kin Theatre Supply. 150-4 Weltes @t, & W. 


ILLINOIS 
Chicago: 
26—Abbett Theatre Supply. i131! S. . 
27—Droli Theatre Supply, 317 S. — bad 
28—Gardner Theatre Servies, 12 jah A 
20—Midwest Theatre Service & Eqvipaect 1980 W. Beimeat 
3—Movie Supply, 1318 &. W 
National Theatre Supply, 1825 8.  Wabest Ave. 


INDIANA 
Evansville: 

3}—Evansville Treatre Supply, 1738 E. Delaware St 
Indianapolis: 

32—Ger-Bar, ine., 442 N. Iilinels ot 


}—Mid-West Theatre Supply oo 
National Theatre Supply, 436 N. til 


1OWA 
Des Moines: 


34—Des Moin re Supply, 1121 High St. 
National Theatre pom 1102 High St. 


KANSAS 


35—Southwest Theatre Equipmest, |'8% W. Deugias Ave.. 


x. we 


448 WN. Illinois St.* 
inels gt 


KENTUCKY 

Louisville: 
36—Falis City Theatre Equ 427 &. Third 8 
37—Hadden Theatre Supoly, 209° %. Third St. 


LOUISIANA 

New Orleans: 
38—Deita Theatre Suppiy, 214 S. Liberty St.° 
39—Hodges Theatre Supply. _—, Cleveland Ave 
National Theatre Sup jerry St. 
W—Southeasters 


Shreveport: 
4i—Alon Beye ibveatre Equipment, P. 0. Bex 62. 


MARYLAND 

Baltimore: 
12—Ousman Motieu Picture Supplies. 12 East 25th St 
“ational 'heatre Supply, 417 St. Paul Place. 


MASSACHUSETTS 


Coston: 
tet Tl poly, = pieteent st 
44—Joe Citre, a Winchester t. 
45—independent Theatre Sapely. 28 Winchester St 
M ts Theatre Equipment, 28 Piedmont St 
National Theatre Supply, 37 Winchester St. 
47—Standard Theatre Supply, 78 Broadway. 


MICHIGAN 
Detre’t: 


48—Amusewent Supply, 208 W. Monteaim St 
49—Ernle Forbes Theatre Supply, 214 W. Montcalm St.° 


50—McArthur Theatre Equipment, 454 W. Columbia St 


National Theatre Supply, 2312-14 Cass Ave. 

5i—United Theatre Equipment, 2501 Cass Ave. 
Grand Rapids: 

52—Ringold Theatre Equipment, (06 Michigan St., 


MINNESOTA 
Minneapolis: 
53—M inneapolis Thestre Supply, 76 Glenwood Ave 
— Theatre Equipment, 1110 Nicollet Ave. 
5—Froseh Theatre Supply. titi yh ae 
Glenweed A 


National Theatre Supply, 
56—Western Theatre Equipment, 45 Gieawsed Ave 


MISSOURI 
Kansas City: 
57—Missourt Theatre Supply, 115 W. {ete st.* 
ee Theatre Supply, 223 W. (Ote St. 
reve Theatre Supply, 217 W. (8th St. 
so—Stepbies Theatre Equipment, 1804 Wyandotte St 


St. Louis: 


- Ceo., 3310 Olive 
MONTANA 
62—Montana Theatre Supply, Missoula. 
NEBRASKA 

Omaha: 
63—Ballantyne Co., 1707 Davenport St. 
National Theatre Supply, 1610 Davenport St. 

ity Theatre Supply, 1515 Davenport St 

65—Western Theatre Supply, 214 N. (5th St.* 


NEW MEXICO 


220 §. 
Theatre Equipment, 214 & Liberty st.* 


66—Eastern New Mexico Theatre Supply, Box 1099, Clovis 


NEW YORK 
Albany: 
67—Albany Theatre Supply 443 N. Pearl. 
National Theatre Supply, 962 Broadway. 
Auburn: 
69—Auburn Theatre Equipment, 5 Court St. 


Buffalo: 
70—Eastern Theatre Supply, — yg st.° 
National Theatre Supply, 500 P 
7\—Perkins Theatre Supply. os 
72—Unlted” Prejectar & Film, 228 Fraaklio Bt 
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Mn ne 


ee ee ee ee 


New York City: 
73—Amusement Suppl th St. 
7e—Cooteet amene eture Supply, 630 Ninth Ave.* 
73—Crow wi os, 354 W. 44th St. 


a Supply, 602 W. Sind 
Supply, 441 W. 50th St 
Syracuse: 
79—Central N. Y. Theatre Supply, 210 N. Salina St. 
NORTH CAROLINA 
Charlotte: 
80—Bryant Theatre Supply, 227 S. Chureh St. 
8!—Chariotte Theatre Supply. 116 S. Poplar. 
82—Dixie Theatre Supply, zis W ore = 
National Theatre Supply, 304 S$. C 
83—Southeastern Theatre Equipment, 200" S. — St.° 
64—Standard Theatre Supply, 222 S. Chureh 
85—Theatre Equipment Co., 220 S. Poplar st 
86—Wil-Kin Theatre Supply, 229 $. Chureh St. 
Greensboro: 
87—Standard Theatre Sueply, zis. - Bi a St. 
88—Theatre Equipment Ceo. 
NORTH DAKOTA 
89—McCarthy Theatre Supply, 67 North Fourth St., Fargo 
OHIO 
Akron: 
90—Akron Theatre Supply. 936 E. Market. 
Cincinnati: 
9i—Mid-West Theatre Supply, 1638 Central — 
National Th Supply, 1637 Central Parkw: 
Cleveland: 
National Theatre Supply, 2128 Payne Ave 
92—Ohio Theatre Equipment, 2100 Payne Ave. 
83—Oliver Theatre Supply, 2/08 $. Payne.* 
Columbus: 
94—American Theatre Equipment, 165 N. High St. 
Dayton: 
95—Dayton Theatre 7. 11h Votkenand St. 
96—Sheldon Theatre Supply, 627 Salem Ave. 
Toledo: 
$2—Americee Theatre Supply, 439 Dorr St. 
S—Theatre Equipment Ce., 108 Misnipan St. 
OKLAHOMA 
Oklahoma City: 
99—Century Theatre Su 
100-—Howell Theatre Su 
National Theatre Suppl 
(0i—Okiahoma Theatre 
OREGON 
Portiand: 
102——Medern Theatre Supply, om. N. W. Kearney 8t.* 
103—B. F. Shearer, 1947 N. Ke St. 
104—Theatre toe Ae 
105—Tri-State Theatre 
PENNSYLVANIA 
Philadelphia: 
106—Biumberg Gros., 1305-07 Vine St.* 
National Theatre Supply Co., Bs. Vine St. 
Pittsburgh: 
107—Alexander Theatre Supply, 1705 Bivd. of Allies.* 
108—Atias Theatre Supply, 425 Van Braam St 
National Theatre Supply, 1721 Bivd. of Allies. 
108—Superior Motion Picture Supply, 84 Van Bram St 
Wilkes Barre: 
110—Vinecent M. Tate, 1620 Wyoming Ave., Forty-Fort 
RHODE ISLAND 
itt—Rhode Island Supply, 357 Westminster St., 
SOUTH DAKOTA 
112—American Theatre Supply, 316 S. Main St., 
TENNESSEE 
Memphis: 
113—M h Theatre Supply, 492 S. Second St.° 
National Theatre a 412 * Le t. 
114—Tri-State Theatre Supply, 820 S. Sesend St 
TEXAS 
Dallas: 
'15—Hardin Theatre eet, as } Soe Hampton Re 
'16—Herber Bros. 
it4——modern Theatre pf why A St. Paul St 
re Theatre | Senpty. 300 8. jood St. 
4 2010 Jackson §t.* 


ve. 
poly, 628 W. Grand Ave.* 


arney 
987 N. W. Kearney St. 
Equipment, 1923 N. W. Kearney St 


Providence 


Sioux Fails 





_ Houston: 





heatre 1622 Austin St.* 

San Antonio: 
120—Alame Theatre Supply, 1308 Alamote St. 
UTAH 
. Salt Lake City 
'2|—letermountala Theatre Su: , 142 E. First 
122—Serviee Theatre Supply, weno E. First _— 
123—Western Sound & Equipment, 264 E. First South St.* 
VIRGINIA 
'24—Norfolk Theatre Supply, 270 Colley Ave., Nerfeik. 
WASHINGTON 

Seattle: 
125—American Theatre Supply. 7300 First Ave «t Asli 
Ht — ga pedi Theatre Equipment Co., 2224 Second Ave. 
127—-Modern Theatre Supply, 200 Third Ave.* 
“ational Theatre Supply. 23/9 Bag St 
28—B. F. Shearer, 2318 Second Ave. 
WEST VIRGINIA 
129—Charieston Theatre Supply. 506 Lee St., Charleston. 
WISCONSIN 

Milwaukee: 
130-—Manhardt Ce., 1705 W. Clybourn St.° 
National Theatre Pre 1027 N. Elghth St. 
13i—Ray Smith, 710 W. State St. 
(39—Thestre Equipmest & Sepely. 1000 W. Sevesth © 





THINGS SAID AND DONE AND 


THINGS TO COME MORE OR 


LESS CONCERNING 


THE SHOWPLACE 


Smart Money Is on the Theatre! 


THERE NEVER has been 
any solid basis for doubt that the theatre 
will remain the major medium of exploit- 
ing the art of the motion picture. But since 
a combination of economic circumstances 
have conspired with establishment of home 
television to undermine the faith of many 
in the social function of the theatre, the 
way the Radio Corporation of America 
comes right out this month and says to 
them, “Don’t be silly!” makes delightful 
reading. A lot of us have had no trouble 
maintaining our faith, and have acted 
accordingly; but not enough have been 


saying so. 


Now in the trade press, RCA says to 
those who doubt, ‘Wanna bet?” And in 
evaluating the significance of that eager- 
ness to gamble one immediately remembers 
that here is an organization that is all but 
Mr. Television himself. The idea of pic- 
tures-to-the-home by radio is old hat in 
the factories and labs of this far-flung elec- 
tronics-communications corporation. It has 
been in the theatre for quite 
awhile, too. It is confident that there will 
continue to be a theatre business for it to 


business 


stay in. 
The principle danger—the more im- 
mediate peril—lies not in any change in 


the function of the theatre, but in its loss 
of capacity to perform that function most 
effectively. This is what leadership of the 
industry must labor to stop. The present 
real threat lies in failure to be keenly aware 
of, or unwillingness to gamble on, modern- 
ization to every extent allowed by current 
defense restrictions. 

“Most theatres haven't modern- 
ized since 1936,” the RCA message points 
out. “They have fallen far behind in the 
parade of progress. Remember: in business 
you never stand still. Either you move 
forward or you move backward.” 

We are reminded of the warning in 


been 
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BEING A 
CARBON 





WASTER 


The wasteful practice of throwing away car- 
bon stubs can cost you thousands of dollars. 
Smart theatre men 


cuT wy COSTS 25%, 
by using the 


CRON-O-MATIC 
CARBON SAVER 


Fully automatic 
stubs of all lengths without any 
preparation. It's mo longer necessary to 
guess whether or not a carbon stub will 
burn a full reel. Simply insert in the holder 
no matter how short it may be. When it is 
entirely consumed, the new carbon goes into 
use without losing the light. The Cron-O- 
Matic in no way interferes with the regular 
operation of the lamp. 
Start saving big money now and also con- 
serve your supply of carbons with the heavier 
copper coating. 
Adaptable to Ashcraft “D’, Brenkert-Enarc, 
Peerless Magnarc and Strong Mogul lamps. 
Only $52.50. Quickly pays for itself . . 
then goes on to make money for you. 


SOLD BY 
JACKSONVILLE, 
PLA. 


it uses 


ALBANY, N. Y. 
National Theatre 
Southeastern — 

Equipment 

KANSAS CITY, "MO. 

Shreve Theatre 
Supply 

Stebbins Theatre 
Equipment 

MEMPHIS, TENN. 

Monarch Theatre 
Supply Co., Inc. 

Crteron Thestre National Theatre 
Sup Supply 

CHARLOTTE, N, C. NEW ORLBANS, LA. 
Southeastern Theatre Southeastern Theatre 

Equipment Co. Equipment Ce. 
CINCINNATI, 0. PITTSBURGH, PA. 
Midwest Theatre Atles Theatre 
Supply Co. Supply 
oS SALT LAKE CITY, 
UTAH 


Supply 
ATLANTA, GA. 
Southeastern Theatre 
Equipment : 
BOSTON, MASS. 
Joe Cifre, Inc. 
BUFFALO, N. Y. 
a Theatre 
upply Co., Ine. 
CHARL ESTON, 


Hardin Theatre 
Supply Co. 

Seuthwestern 
heatre Equip- 


ment Co. 
DENVER, COLO. 
National Theatre 
Supply 


Service Theatre 
Supply Co. 
SAN > ane 

CALI 


waters Theatre 
Supply 
Export: FRAZAR & HANSEN, LTD. 
San Francisco, New York, Los Angeles 
If your theatre equipment dealer 
cannot supply you, order direct. 


PAYNE PRODUCTS COMPANY 
CRON-O-MATIC DIVISIO 

2451 W. Stadium Bivd., Ann neal 
Please send free literature on 
Cron-O-Matic Carbon Saver 

OC) Please cate Cron-O-Matic Carbon Saver, 

O0.D., including postage. 
C Romittance herewith 


Michigan 


NAME 
THEATRE 
STREET 


CITY & STATE 
Dealer Inquiries Invited 
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’ some ? 


these pages last May, by R. B. Wilby, 


|pioneer and long a leader in exhibition. 


He said: 

“While we have perhaps lost a degree 
of the pride of ownership, for too great 
an interest in those weekly statements of 
stood still. At 
whether 


stores, or 


theatres have 
the merchants — 


results, the 
the same 
department stores, or 
or what not—have picked up 
our that many 
cases we are a sort of center of drabness— 


time, 
jewelry 
drug stores, 
too 


glamour, so now, in 


or, at any rate, of sameness. 
“Maybe we are 
evcle through which the legitimate theatre 


going through the same 


attraction became more 
took and 


vent, when as the 


more and more 
more of the there was less of the 
receipts left for the theatre. The 
‘ourse, was the deterioration of the legiti- 
mate theatres, first into dirty, drab affairs, 
ind then into oblivion. Moving for- 
isn't desirable—it is close to 


ind important 
gross, 


result of 


vard just 

to survive.” 

Was it supposed 
in the kind of 

instru- 


ssential if we are 
Change 
that the exhibition plant, 


is inevitable. 
environment it provided, in the 
mentalities of the art which it employed, 


would endure forever as it was, once it 


and equipped? Well, no — of 
Yet look at it! 
But how much, 


rot built 
Improved 
when thou- 


course not. 
Some. 
outworn 


properties are dismally 


equipped with pre-sound 


sands of 
and outmoded, 


projectors, pre-war sound, presenting a 

4 ' 
picture—mind you, in these days of color 
—lighted by low-intensity 


tamp pictures are still the rule. 


arcs. Postage- 
For failure to correct these essential de- 
Government's offer 
no alibi. Their significance as a blight on 
the industry the way 
they have often been taken as protection 
from competition. Aggressive- 
ness is the answer! When an industry pre- 
fers to be free of competition within itself, 

is losing what it takes to compete with 


fects the restrictions 


lies principally in 


aggressive 


outsiders. 

The theatre will always figure impor- 
tantly in our recreational, our cultural 
cheme. What it offers is peculiar to it as 
a medium of dramatic narrative and bril- 
liant extravaganza. The confidence behind 
RCA’s current message is well grounded 
in that fundamental distinction. We should 
‘e putting it strenuously to work. 


GOT ANY SCRAP METAL? The steel and iron 
industry, also the Government, are worried about 
the lack of scrap, and are appealing to everyone 
who has any sizeable piece of discarded iron or 
steel equipment on the premises to get it into 
the hands of a scrap dealer. We have been asked 
to publicize this need. The theatre business might 
be able to contribute something, at that. How- 
ever, most of the old equipment to be found 
around theatres is in use. (How's about turning 
in those low-intensity lamps—and Power's 6B 
projectors?) 


Looks Like Screen 
Masking Could Be 
On the Way Out 


It is encouraging to see 
bulletins of exhibitor associations calling the 
attention of members to the élimination of 
black masking around the screen. “Theatre 
Facts,” in July by the headquarters 
in Indianapolis of the Allied Theatre Own- 
ers of Indiana, of the material 
which has appeared in Berrer ‘THEATRES 
in support of such elimination .. . and the 
“Service Bulletin” of the Independent The- 
atre Owners of Ohio for the same 
has reprinted the Indiana item. 
Gratification in this corner is not due to 
the source of the material but rather to 
the evidence it supplies that the idea of spill- 
ing the edge of the picture into a luminous 


issued 


cites some 


month 


instead of on to a black border, is 
academic level to the 
sphere of practical application. For exhibi- 


medium, 
moving from the 
is not 
but 


receptive to 


tors to consider it, however seriously, 
necessarily to put the idea into effect; 
exhibitors themselves must be 
the idea before it can have a chance to prove 
itself. 

The 
industry’s technical circles for a long, long 
time. There 
number of issues of this publication during 
the past twenty years. More recently we 
have stepped up editorial attention to it 
because the art urgently needs every techni- 
cal advantage that it can acquire, so that 
screen masking should be adopted as soon 
as possible if it does improve the perform- 
ance. Otherwise let’s forget it. 

There are a few theatres in this country 
is abroad which have .no screen 
pr ly The method “absorbing” the 
edge of the image so that unavoidable vibra- 
tion is not observed has so far ranged from 
crude to tolerable. Actually, the effort has 
been altogether experimental. However, 
Ben Schlanger, the New York architect 
who has done nnuch original thinking about 
theatre engineering, and who has pursued 
a really practicable method of getting rid of 
the masking many years, has finally 
brought this work to what he regards as a 


idea has been kicking around the 


have been studies of it in a 


as well ; 


tor 


successful conclusion. 

It therefore appears that now, when ex- 
hibitor organizations are taking serious note 
of the idea, means of practicably applying 
it are at hand. A theatre in which the 


COMING NEXT MONTH 

An Outstanding Advance 

in Sound Reproduction 
by Ballantyne 
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Schlanger system is being installed will be 
opened next fall. 

Incidentally, one of the major television 
set manufacturers has announced home 
equipment with a “halo” border—that is, 
edging the image with an effect of light 
instead of cutting it sharply with dark wood 
framing. The reason? They say the “halo” 
increases visibility, 
makes the picture look larger. 


THE IDEA OF LARGER PICTURES—"panoramic | 


effects"—is also getting lively interest from ex- | 


hibitors, reports Leonard Satz of the Raystone 


Screen Corporation, following an extensive trip. | 
recently through the South and Southwest, which | 
was made primarily to discuss this very subject. | 
It is Mr. Satz's opinion that pictures should be | 
enlarged immediately, even before increasing light | 


output, if necessary, simply because theatres 


urgently need a more impressive image. He points | 


out that some light loss is not critical with en- 


largement of the picture since visual acuity in- | 
creases with extension of size. He regards “large- | 


screen" performance as “the first new dramatic im- 


provement in picture presentation in over twenty 


years.” 
e 


TV Shows for Free? 
All Cost Plenty! 


GRIPES FROM some home 


television set owners over closed-circuit fight 


broadcasts to theatres are amusing. Those 


from tavern proprietors are funnier still. | 


Where did those good folks get the idea 


that television shows, no matter what, were | 


to be forever for free? No doubt from the 
radio setup. 
Television is a horse of a different color. 


As a certain Detroit pugilism impresario | 


remarked, “We fight promoters never told 
‘em they'd get our bouts on TV for noth- 
ing.” It was never in the cards that they 
should, once television got to be more than 
experimental. In fact, one of the uses of 
television earliest predicted was the broad- 
casting to large auditoriums throughout the 
country of special events produced in a cer- 
tain place, thus extending the audience pos- 
sibilities, thereby to increase “‘the gate.” 
In any case, television performances are 


far from being free. The cost to advertisers | 


is relatively astronomical, and who pays for 
that ? Consider the cost of a set and its in- 
stallation—-and of maintenance, including 
that of antennae. Home television equip- 
ment has no intrinsic value; any trade-in 
allowance is merely a merchandising device 


that is covered by the price of the new set. | 


Home television is costing the average set 
owner several times more than he and his 
family ever spent on the movies. And if he 
ever gets much from it that has anything 
approaching the quality and interest which 
he demands elsewhere, he'll pay for that in 
addition. How do we know? Just by apply- 
ing a well-known law of economics. 
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reduces eye fatigue, | 


a : 
xneeretew 
emit 
one 


... for Beauty, Economy, Durability 


For beautiful theater interiors that 
never need painting, plastering, or 
periodic redecorating—modernize now 
with Marlite plastic-finished wall and 
ceiling panels. 

Because Marlite cleans so effortlessly 
with a whisk of a damp cloth, mainte- 
nance costs go down fast when time- 
tested Marlite panels are installed. Easy 


See genuine Marlite plastic-finished 
panels at your lumber and building ma- 
terial dealer's, or write for colorful free 
folder showing how you can modernize 
and economize with Marlite! 


MARSH WALL PRODUCTS, INC., Dept. 869, Dover, Ohio, Subsidiary of M it 


Patents Pending 


CALI CARBON COUPLERS 


to cut and fit with ordinary carpenter 
tools, the wall-size panels go up fast 
. . . busy areas can be kept in service 
without interruption. 

Select from 63 striking color and 
pattern combinations for cost-cutting, 
low maintenance foyers, entrances, 
lobbies, lounges, rest rooms, offices, 
doors, candy cases, and counters. 


PLASTIC-FINISHED 


WALL and CEILING PANELS 





Corporation 


Full Refund 
If not 100% 
Satisfied 


Let You Burn All the Carbon 


“They're Expendable" 


The most popular carbon saver, used by more theatres than 


ALL other makes COMBINED. 
At all progressive supply houses. 
Prices per hundred, postpaid. 


No worrying about injury to high 
priced carbon savers. 
Burn ‘em up, you still profit. 











Suburban R 
Designed for 


Was within a shopping develop- 
ment plot of ten acres, overlook- 
ing beautiful Lake Crystal in suburban 
Minneapolis, the new Terrace theatre 
at Robbinsdale forthrightly recognizes, 
in its own design and in its drives, 
landscaping and liberal, convenient 
parking facilities, the impact of the 
automobile upon the recreational pref- 
erences of America. It expresses as 
well the informality that marks today’s 
dress and conduct for the leisure hours 
and which belongs urgently to the 
theatre claiming acceptance as a com- 
munity service. The Terrace was 
opened in May. 


Architects: 
LIEBENBERG & KAPLAN, Minneapolis 





The entrance to the Terrace from the drive which enters at a name sign and attraction advertising 
pylon marked on the plot and plan drawing. Note how the interior reaches with friendly visibility 
to the exterior—and the “at-homeness” of the people. 
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THE TERRACE theatre is 
an operation of William and Sidney Volk, 
who also operate the Nile, Riverview, Cam- 
den and Robin theatres in the Minneapolis 
area. The auditorium seats 1300 on two 
floors. 

The theatre is an initial unit of a com- 
munity center to have a variety of stores 
and services, ranged along adjoining high- 
ways but with several parking areas within 
the 10-acre plot at convenient locations to 
minimize walking. These parking spaces are 
reached by landscaped drives that connect 
two highways and that give direct access to 
the theatre on two sides. This plan is shown 
in the accompanying plot and theatre floor 
plan drawing; however, the drawing does 
not continue the central drive to the lower 
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General view of the exterior from terrace side (see lounge view below). 


highw Here as well as at the upper en- 
trance of this drive is a theatre name and 
attraction panel pylon. 

The Terrace is constructed of 
forced concrete on a steel frame, with gen- 
eral exterior facing combining brick and 
gray brick, and lannon stone veneer applied 
to concrete block and redwood. Roof decks 


rein- 


are steel. 

With parking space accommodating 1000 
cars, the theatre and its shops, which latter 
will be erected as construction restrictions 
allow, are expected to attract patronage 
from much of the Minneapolis-St. Paul 
are Park-like development of the 
grounds, in which the theatre sits on a 
knoll overlooking Crystal Lake, plays a 
prominent part in a scheme accenting con- 
venience, natural charm and the appeal of 
casualness. The plot is at the intersection 
of two important motor routes. 


GLASS EFFECTS UNITY 


Modern “open design” unifies the theatre 
with its setting and ma it a brilliant 
spectacle at night from its position on 
higher ground, where it flanks the entrance. 
This structure, of steel and brick construc- 
tion, mounts a channel letter name sign 5 
feet high with the light flashed in a bubble 
effect. The window is composed of steel 
frame sections holding opaque glass. 

Plate glass forms a continuous picture 
window along most of each outer side of 
the lobby-foyer area, which extends entire- 
ly across the width of the building. This 
floor 


upon the 


approach to the auditorium (see 
plan) thus clearly looks out 
grounds along two sides and from a sunken 


lounge gives a view of the lake. 
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and to double-faced equipment on 
the highway sign structures. 

Two banks of all-glass doors enclose a 
lobby through which the foyer is clearly 
Here the refreshment stand has 
been placed, immediately beyond the box- 
office, both thus forming conspicuous in 
stallations extending along one side. 

The lobby has floors of cut stone into 
which are recessed rubber mats, red brick 


visible. 


walls and a ceiling of dark grey plaster. 
The foyer is finished in similar materials, 
except for a carpeted floor, creating an 
atmosphere that blends naturally with the 
visible through the 
Stone and 
Mounted on 


outdoors so readily 
glazed outer walls. redwood 
and oak are used liberally. 
the ceiling are multi-branched (“spider”) 
luminaires. 

At one end of the foyer a few steps lead 
down into a sunken lounge that looks out 
upon a terrace through floor-to-ceiling win- 
dows slanted to prevent reflections that re- 
duce visibility. This lounge is rimmed oft 
from traffic lanes by a low stone wall that 


ws 2 * 


eo 


TEM 
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Looking into lobby-foyer area through sunken lounge off terrace. 


The 


proached from steps on one side and from 


entrance area, which can be ap- 
the drive immediately in front, is marked 
and protected by a that 
around the tower, with its edges lighted 
in a five-row chaser effect, and its soffit 
illuminated with filament behind 
egg-crate baffles. Stainless display 
frames provide for attraction advertising 
here; changeable letter panels are confined 
to one spanning the outer entrance doors, 


canopy wraps 


lamps 
steel 


encloses a tier of cushioned seats. Furthe: 
isolation is provided by a copper lattice, 
in the center of which is mounted a coming- 
attraction display frame. Various accents 
are employed to give this lounge a garden 
terrace effect—plant boxes, a copper “wish- 
ing well” drinking fountain, and copper- 
hooded fireplace. A playground and a 
lagoon are planned for the plot area over- 
looked by this lounge. 


At the other end of the foyer there is a 
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Suburban R 
Designed for 


Was within a shopping develop- 

ment plot of ten acres, overlook- 

ing beautiful Lake Crystal in suburban 

Minneapolis, the new Terrace theatre 

at Robbinsdale forthrightly recognizes, 

in its own design and in its drives, 

landscaping and liberal, convenient 

parking facilities, the impact of the 

automobile upon the recreational pref- 

erences of America. It expresses as 

well the informality that marks today’s } ave ITORIV 
dress and conduct for the leisure hours : ——— 
and which belongs urgently to the fa 
theatre claiming acceptance as a com- 

munity service. The Terrace was 

opened in May. 


Architects: 
LIEBENBERG & KAPLAN, Minneapolis 


THE TERRACE theatre is 
an operation of William and Sidney Volk, 
who also operate the Nile, Riverview, Cam- 
den and Robin theatres in the Minneapolis 
area. The auditorium seats 1300 on two 
floors. 

The theatre is an initial unit of a com- 
munity center to have a variety of stores 
and services, ranged along adjoining high- 
ways but with several parking areas within 
the 10-acre plot at convenient locations to 
minimize walking. These parking spaces are 
reached by landscaped drives that connect 
two highways and that give direct access to 
the theatre on two sides. This plan is shown 

The entrance to the Terrace from the drive which enters at a name sign and attraction advertising in the accompanying plot and theatre floor 


pylon marked on the plot and plan drawing. Note how the interior reaches with friendly visibility plan drawing ; however, the drawing does 
to the exterior—and the “at-homeness” of the people. not continue the central drive to the lower 
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General view of the exterior from terrace side (see lounge view below). 


highway. Here as well as at the upper en- 
trance of this drive is a theatre name and 
attraction panel pylon. 

The Terrace is constructed of 
forced concrete on a steel frame, with gen- 
eral exterior facing combining brick and 
gray brick, and lannon stone veneer applied 
to concrete block and redwood. Roof decks 


rein- 


are steel. 

With parking space accommodating 1000 
cars, the theatre and its shops, which latter 
will be erected as construction restrictions 
allow, are expected to attract patronage 
from much of the Minneapolis-St. Paul 
area. Park-like development of the 
grounds, in which the theatre sits on a 
knoll overlooking Crystal Lake, plays a 
prominent part in a scheme accenting con- 
natural charm and the appeal of 
The plot is at the intersection 


venienc 
casualness. 


of two important motor routes. 
GLASS EFFECTS UNITY 


Modern “open design” unifies the theatre 
with its setting and makes it a brilliant 
spectacle at night from its position on 
higher ground, where it flanks the entrance. 
This structure, of steel and brick construc- 
tion, mounts a channel letter name sign 5 
feet high with the light flashed in a bubble 
effect. The window is composed of steel 
frame sections holding opaque glass. 

Plate glass forms a continuous picture 
window along most of each outer side of 
the lobby-foyer area, which extends entire- 
ly across the width of the building. This 
(see floor 
upon the 


approach to the auditorium 
plan) thus clearly looks out 
grounds along two sides and from a sunken 
lounge gives a view of the lake. 
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x 


and to double-faced equipment on each of 
the highway sign structures. 

Two banks of all-glass doors enclose a 
lobby through which the foyer is clearly 
visible. Here the stand has 
been placed, immediately beyond the box- 
office, both thus forming conspicuous in- 
stallations extending along one side. 

The lobby has floors of cut stone into 
are recessed rubber mats, red brick 


refreshment 


which 
walls and a ceiling of dark grey plaster. 
The foyer is finished in similar materials, 
except for a carpeted floor, creating an 
atmosphere that blends naturally with the 
readily visible through the 
glazed outer walls. Stone and redwood 
and oak are used liberally. Mounted on 
the ceiling are multi-branched (‘‘spider’’) 


outdoors so 


luminaires, 

At one end of the foyer a few steps lead 
down into a sunken lounge that looks out 
upon a terrace through floor-to-ceiling win- 
dows slanted to prevent reflections that re- 
duce visibility. This lounge is rimmed off 
frora traffic lanes by a low stone wall that 


e!. a i) 


“or , 


Looking into lobby-foyer area through sunken lounge off terrace. 


The 
proached from steps on one side and from 
the drive immediately in front, is marked 
and protected by a canopy that 
around the tower, with its edges lighted 
in a five-row chaser effect, and its soffit 
with filament lamps _ behind 
egg-crate baffles. Stainless steel display 
frames provide for attraction advertising 
here; changeable letter panels are confine 
to one spanning the outer entrance doors, 


entrance area, which can be ap- 


wraps 


illuminated 


Further 
a copper lattice, 


encloses a tier of cushioned seats. 
isolation is provided by 
in the center of which is mounted a coming- 
attraction display frame. Various accents 
are employed to give this lounge a garden 
terrace effect “wish- 


plant boxes, a copper 


ing well” drinking fountain, and copper- 
fireplace. A playground and a 
planned for the plot area over- 


looked by this lounge. 


hooded 


lagoon ; 
At the other end of the foyer there is a 
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2 Osten 
Se UTE 
eeeee es iid 


Auditorium walls are a series of panels 


sunken television lounge and also a soft 
drink bar, while above the second level of 
seating are two “cry-rooms,” each equipped 
with play pens, cribs and bottle warmers. 
Off the foyer, near the terrace lounge, 
The 


room has a marble shelf 


re the men’s and women’s rooms. 


vomen s cosmetic 


One of two stone sign pylons 
where drives enter from highways. 


tle 


ast tooth, 


along a mirrored wall, fabric-covered walls, 
and illumination by a perforated Transite 
cove painted rust color. The men’s toilet 
a smoking room 


Both 


toilet rooms have walls tiled from floor to 


room is reached through 


finished with mirrors and redwood. 


ceiling, and lavatories built into marble 


shelving. 
Three 


refreshment supplies. 


storage rooms are provided for 
One is adjacent to 
the 


and both of these are connected 


the main stand, another aljoins soft 


drink bar, 
basement storage room by dumb 
Another stora 


lounge, in 


toa larg 
room adjoins the 
cottee 


waiters. 


television which and 
cookies are served. 

The upper tower! houses offices for the 
There 


which is a washroom with facilities for mix 


nianagement. are two, betwee 


ing drinks. In a sublevel of the buildin 


is a three-car garage. 
THE AUDITORIUM 


the Terrace breaks 


that 


The auditorium of 


into a stadium section extends back 


me OT ia oneal 


arene a 846 


eens 


mounting Acousti-Celotex tiles for alternate reflection and absorption of sound. 


over the foyer; and the ceiling of the latter 
is stepped in the stadium formation. Where 
the foyer opens into the auditorium, stairs 
lead to either side of the stadium in front 
of a baffle that screens out foyer noise and 


seating area is enclosed in a series 

of slightly curved panels of hard plaster 
which mounted 
left natural 


painted neutral on are 


Acousti-Celotex _ tiles, and 
spaced in tiers to provide squares alternately 
absorbing and reflecting sound, thus to con- 
trol reverberation without loss of brilliance. 
lhe flat. 
Illumination is by downlights. 

With the wall sections effecting closure 
of the forward end, a “picture frame” 
gainst them 


ceiling, of coarse plaster, is 


creen is mounted above a 


curved stepped platform, which is inter- 
ruped by stone plant boxes. 

banks of approxi- 
mately equal width, with four aisles. The 
chairs, by American Seating Company, are 
spaced 34 back-to-back, without 


Seating is in three 


inches 
stagger. 


(Continued on page 40) 
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Another Four-Screen Drive-In 


RECENTLY OPENED IN SUBURBAN ST. LOUIS 


THE ST. ANN THEATRE 


THE NATION’S second four- 
screen drive-in theatre has been opened, 
after nine months under construction, in 
the village of St. Ann, a new suburban de- 
velopment of St. Louis. It is operated by 
the St. Louis Amusement Company under 
a long-term lease. 

The first four-screen drive-in was 
opened a year ago in Chicago by Essaness 
Theatres. Like the earlier one, the St. 
Ann is an application of a plan conceived 
by Lewis Eugene Wilson, Los Angeles 
architect; but whereas the Chicago layout 
provides a total capacity of 1200, the later 
one distributes 1000 car spaces among the 
four ramp areas. The St. Ann drive-in is 
on a highway (St. Charles Rock Road) 
that is a strip of U. S. Highway 40. 

The second four-screen drive-in applies 
the principles of the Wilson scheme in 
practically the same form as the Chicago 
installation (which was described in Bet- 
TER THEATRES of August 1950, and in a 
condensed version, also in the 1951 GuipE 
EDITION ). 

Four theatres are ranged around a cen- 
tral building which, besides housing re- 
freshment facilities and administration 
quarters, contains the elevated projection 
room that serves all screens, with a pair 
of projectors for two screens, each pair 
operating through a split-beam optical sys- 
tem. ‘The projectors thus number four; 
these are Simplex “X-L” 
while the sound system is also Simplex 


“X-L,” 


installations, 


with Simplex in-car speakers. 


TRAFFIC CONTROL 


On top of the building is a manager’s 
control station, which is equipped with a 
semaphore signaling device. Like the Chi- 
cago drive-in, each ramp area is designated 
by a color—red, green, blue and yellow. 
The manager can instruct traffic officers to 
direct cars to any one of the sections by a 
signaling system employing those colors. 

The central building, which gives access 
to the refreshment facilities and_ toilet 
rooms from two sides, is surrounded by 
verandas with chairs and vending machines. 
Outside is a playground, which includes a 
miniature train on 1600 feet of track and 
drawn by a coal-burning locomotive. 

As in Chicago, performances are timed 
in sequence on the four screens so as to 
stagger show-breaks in order to ease re- 
freshment service and minimize congestion 
of exit traffic. 
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One of the four 250-car sections, each of which forms a quadrant radiating from central 
refreshment-control-projection building. Total plot, including drives, covers 15 acres. 


Main building at center, with projection room 
on roof and manager's control station above. 


Entrance (below) to the St. Ann. Cars enter 
central drive for distribution to ramp areas. 





DRIVE-IN THEATRES 


Can Now Banish 


| 


MOSQUITOES and INSECTS 


By Using New Sensational | 
Control Tube 


The Magic Fog’ 


Price $45 per unit for tube equipment 
only. F.O.B. Cissna Park, Illinois. You fur- 
nish DDT tank. We furnish necessary parts 
with tube. Easy to install on any motor 
car. Tube does not protrude—positively 
out of sight both when in USE and OUT 
of use. Efficient operation and perform- 
ance at minimum cost. Hundreds of drive- 
in theatres are using "MAGIC FOG" at 
less than $2.00 per night maintenance cost. 
Keep your patrons in healthy comfort by 
ordering your “MAGIC FOG" control 
tube immediately. No special dispensing 
vehicle required—tube can be attached to 
your own car by any garage or welding 
shop. 





SPECIAL NOTE! 


We can also supply quantities of our special 
MAGIC FOG" chemical in five gallons or 
barrel sizes. 


MAGIC FOG INCORPORATED 


CISSNA PARK, ILLINOIS 














YOUR QUESTIONS ARE INVITED. If you have a 
problem of design or maintenance, the editors of 
BETTER THEATRES will be glad to offer sugges- 
tions. Please be as specific as possible so that 
questions may be answered most helpfully. Address 
your letters to BETTER THEATRES SERVICE DE- 
PARTMENT, Rockefeller Center, New York. 


COMING NEXT MONTH 

An Outstanding Advance 

in Sound Reproduction 
by Ballantyne 


The DRIVE-IN 


A department conducted 
By WILFRED P. SMITH 


for many years manager of regular the- 
atres, then drive-in manager and later 
drive-in circuit executive in charge of 
and operation; 
now operator of his own drive-in at 


planning, construction 


Ledgewood, N. J. 





WRITE IN: Questions 
about drive-ins sub- 
mitted to Mr. Smith 
by mail will be an- 
swered as promptly 
as possible in this 
department. The 
name of the person 
sending the inquiry 
will not be published. 
Letters should be ad- 
dressed to Better 
Theatres, Drive-in 
Department, Rocke- 
feller Center, New 
York 20, N. Y. 











Why Drive-ins 
Help the Business 


I HAVE often been asked 
how much I believe the drive-in field cuts 
into the business of conventional theatres 
during the summer season. It is my firm 
belief that neither one does any harm to the 
other. I base my opinion on the following 
analysis: 

It is reasonable to believe the drive-in 
has opened a highly big field of entertain- 
ment for the physically handicapped. ‘This 
patronage was never enjoyed by the indoor 
In addition, parents 
who would not either leave their children, 
or could not afford baby sitters for their 
youngsters, form a big part of the audience 
of drive-ins. The remaining millions of 
movie-goers can then be divided between 
the types of theatres. 

Weather is a primary concern. When 
it is chilly or wet, the indoor house with 
an acceptable picture has the advantage. In 
clear, warm weather a drive-in will be pre- 
ferred by many movie-minded people. The 
drive-in may not have to have as strong 
an attraction as the enclosed theatre to do 


houses in any season. 


a good business because in the warm months 
people are normally outdoor-conscious. 

The drive-in makes a contribution to the 
It helps to keep the 
public in the habit of going to the movies, 
which the indoor house cashes in on when 
the fall season approaches. Before the 
drive-in came into existence, the summer 
months were normally the “slump” months 
and the average exhibitor expected such a 
recession. Furthermore, the additional 
rental enjoyed by the film companies sub- 
stantially fills a void they too would ex- 
perience were it not for the operating 
season of the drive-in field. 

So it is, as I see it, that no branch of 
the motion picture industry should be re- 
sentful of the outdoor theatre. Because of 
its industrial role, it should be entitled to 
the same consideration given conventional 


industry as a whole. 


theatres, as to rental allocation, run, and 
co-operative advertising. 

And here I would like to add that this 
is certainly not the season of the year to 
retrench and hold back the top pictures 
that would be ordinarily scheduled for fall 
release. There are millions of people 
ready to swarm to outdoor theatres to view 
Hollywood’s best efforts. Every drive-in 
should continue to encourage summer re- 
leasing of top-grade new product, and go 
all out to give any company who does so 
the best playing time—to such an extent, | 
in my opinion, that should it fit the policy 
of the drive-in, to give every worthy sub- 
ject extended playing time. 

Without healthy returns at the box-office 
on top pictures, the producer cannot con- 
tinue to produce the best product. But 
this business is a two-street, and the drive- 
in exhibitor must be certain that the rental 
paid is justified. Irrespective of arguments 
to the contrary, the maintenance of a drive- 
in goes on twelve months a year. 

The drive-in has come a long way during 
the past few years. For the most part, its 
physical facilities, its projection and sound, 
its professional presentation of programs, 
its exciting innovations, its substantial foot- 
ing in public service, all combine to make it 
an important component of our industry. 

In general, I do not see TV as the ob- 
stacle to overcome. What is needed is a 
faster, more timely release of pictures. Let 
the industry scale its operations to that 
purpose—then let us all give releases our 
best licks as showmen. If those two things 
can be accomplished, the industry’s biggest 
problem—almost its only major one—will 
be soundly whipped. 


LET’S ALL BEAR DOWN! 


I see the motion picture industry already 
in a new dress—and there is plenty of at- 
tractiveness to the new style. From studio 
to screen the scene is quite a delight to the 
eye—to mine, at least. From here on in 
it’s up to the distributor and the exhibitor 
to follow through with well formulated and 
intelligent campaigns on a local scale. 

The habit of many exhibitors to walk 
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wste NATIONAL EXCELITE 


75 to 130 ampere high intensity reflector type 
PROJECTION ARC LAMP 


@ Air-cooled rotating positive carbon feeding mechanism. 
@ Big 161” reflector matches high speed {/1.9 lens. 
@ Automatic arc crater positioning. 


®@ Stable burning and complete combustion at the arc, to avoid any 
black soot, are attained by a jet of air directed just above the arc. 


@ White smoke, which would otherwise cloud the mirror, is also 
diverted by this air stream. 
@ Unit construction permits instant removal of components for 


cleaning. 
Distributed by 


(NATIONA L 


Division ot Melons «Simpler Bltwerthe, 
“THERE'S A BRANCH NEAR YOU" 


YOU'RE RIGHT! (T'S| BRIGHT! 418 Exe eeeeee 
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DRIVE-IN THEATRES 


Increase Your Family Patronage! 


Entertain the Children 
with the latest kiddie riding devices. Complete 
line of miniature trains, auto rides, pony rides, 
and airplane rides.- Immediate delivery. Terms 
arranged, 


KING AMUSEMENT-CO. 


Mt. Clemens. Mich. 














It's still 
~Veblocke 


For the best in theatre front de- 
sign, construction and attraction 
value 
Marquee 
Box Office 
Drive-in Signs 
Write 
~Tellockt. 
df 


- 
Milwaukee 7, 


Poster Cases 
Signs 


and Attraction Boards 


Call or 


32 yeors 


Wis 


respected In the 
Ave 


Noftionally 
2159 S. Kinnickinnic 





THE ALL-NEW, ALL-STEEL 
effect big savings for you. 


@ NEW DURABILITY 
@ NEW COMFORT 
@ NEW SAFETY 
@ NEW BEAUTY 


IDEAL SEATING CO. 














GRAND RAPIDS, MICHIGAN 








COMING NEXT MONTH 

An Outstanding Advance 

in Sound Reproduction 
by Ballantyne 








make the Theatre 
BETTER THAN EVER 


for movies 








around with a lawyer on his arm is still 
with us, unfortunately. If the same aggres 
siveness were devoted to walking around 
with a few thousand heralds under the arm, 
and to conscientiously distributing same, the 
results might be amazing! 

Don’t let us waste time knocking TV. 
Put the same energy telling about the great 
ness of what our industry is now offering 
offer the nation. 
“outs” in the 


will continue to 
There are more men with 
motion picture industry than in any other 
on the face of the earth. The record proves 
it. Through depression, through war, and 
through internal always 
comes forward to steal the show. 

Night baseball has passed through its tre- 
mendous novelty appeal of a few years ago. 
With 365 days in the year, it is unreason- 
able to believe that every family will com- 
pletely divorce itself from the treatre when 
we give them worthy merchandise. And, 


and 


strife, courage 


brother, we've got the goods! 

This year, more than ever before, is the 
time to bear down and bear down strong. 
Put individualism back into every theatre 
in the land. If you have an experienced 
manager, stay out of his hair. He knows 
more about the than any 
executive in a plush carpet office many miles 
away. Let him run his theatre as though he 
had full ownership. His morale and entire 
attitude towards pictures and physical ap- 


local situation 


pearance of the theatre will take on a vast 
change for the good. Too many managers 
today feel they are nothing more than just 
a watch dog. 


Booking on a 
Program Basis 


THE DRIVE-IN patron to- 


day is demanding more and more of an 
adult program, not to lose sight of the im 
portance of attracting entire families. Hours 
of study should be devoted to bookings. 
Stop booking film; book programs! 

Here at the Garden Auto-Torium, after 
a full season of experimentation, we have a 
set policy on the types of pictures to be 
dated, and the specific days. This manner 
children know on 


the parents of 


which nights they can bring the youngsters 


young 


and be sure nothing on the program will 
be “adult only” We this 
policy of booking very extensively over the 
public address system prior to each night’s 
and the 


fare. advertise 


performances, response is most 
gratifying. 

Also mentioned is the fact that our Sun- 
day-through-Tuesday features are directed 
primarily towards a more adult audience. 
Our Wednesday-Thursday show is for the 
rarents with young children. Our Friday- 
Saturday show is angled for those who go 
all out for musicals and action. 


For illustration and to show how closely 
the programs align themselves from week 
to week, the following schedule is given. It 
is a complete two-weeks lineup: 

Sunday-M onday-T uesday—‘‘Follow the 
Sun” and “September Affair; Wednesday- 
Thursday—‘Mutiny on the Bounty” and 
“Marshall of Laredo,” and two cartoons; 
Friday-Saturday—“‘Excuse My Dust” and 
“Painted Hills.” 

Sunday-M onday-T uesday — ‘Cyrano de 
Bergerac” and “A Modern Marriage’; 
W ednesday-T hursday—‘Wizard of Oz” 
and “Heart of the Rockies,” and two car- 
toons; Friday-Saturday—‘Great Caruso” 
and “Where the North Begins.” 

When I get into a conversation with such 
“cultural snobs,” it gives me great satisfac- 
tion to sell them on the idea of seeing an- 
other outstanding picture to be shown a 
week or two following. When they show 
up again and tell me that they did come 
back on my personal recommendation, and 
thoroughly enjoyed the show, I get a bang. 
They are a tough audience to satisfy, so 
don’t try to pass them a “mickey.” If they 
lose confidence, they’re gone again. 


The Need for 
Co-operative Ads 


AFTER BEING in the busi- 
ness twenty-two years as of this month, | 
am still trying to get a distributor to come 
through with cold cash to be spent locally 
on exploitation of his major product. It is 
all very well for distributors to ask top 
terms on their best pictures, but to get them 
to match the exhibitor dollar-for-dollar over 
and above the budget so that the exhibitor 
can really go to town on an important pic- 
ture, both ears suddenly go deaf. 

I believe everyone will concede that na- 
tional magazine advertising on a picture 
I also believe 
were directed 


has many merits. However, 
that if 50% 
into the local area when the 
rently showing, the on-the-spot box-office 
returns would be healthier. My reasoning 
is that a local manager who does have years 
of advertising experience behind him will 
find a 
maximum, where the national campaign 
might, and does in many instances, 


of this revenue 
picture is cur- 


“commercial” approach to get the 


get a 
negative reaction. 

It is very noticeable over the past few 
years that the size of ads carried in the local 
newspapers has been growing smaller. Due 
to the increased rates, it is almost impossible 
for the exhibitor to carry the full burden 
of local advertising. More and more news- 
paper ads are using a straight type set-up, 
no mats. The exhibitor doesn’t want to 
gamble all by himself. 
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Fhe Needle t Eye 


A DEPARTMENT ON PROJECTION & SOUND REPRODUCTION EQUIPMENT 
& METHODS FOR THEATRE OWNERS, MANAGERS and PROJECTIONISTS 





“No other art or industry in the world narrows down its success to quite such a needle's eye as that 
through which the motion picture has to pass—an optical aperture—in the continuous miracle of the 


ist and his projector.” 





screen by a man and his hine, the projecti 


TERRY RAMSAYE 





Measuring the Value of 
Carbon Savers by Experience 


By GIO GAGLIARDI 


Assistant Chief Engineer of 
Sound, Projection and Maintenance, 
Warner Theatres, Newark Zone 


AS LONG as carbons have 
been used in our projection systems, just 
so long have theatre people thought about 
ways and means to 
reduce the continuing 
expenditure for them. 
Due to manufacturers’ 
research, carbons have 
improved in actual 
burning rates. Sizes 
have been changed and 
carbon lengths have 
been developed to the 
point of best economy 
consistent with lamp- 
house dimensions and film reel sizes. 

Regardless of all these attentions and 
precautions, however, the fact remains that 


GIO GAGLIARDI 


each carbon has a remnant, an unused 
stub, which can only be considered as pure 
waste. It is not only a desire to save 
money, but an inborn hatred of unneces- 
inefficiency which has 
spurred search for means of decreasing or 
eliminating this partial waste of arc car- 
bons. 

There have been 
types and forms of carbon savers. 


sary waste and 


thus invented many 
These 
have ranged from simple pieces of machine- 
threaded screws, to elaborate devices for 
automatically replacing carbons inside a 
lamp. These carbon savers have helped 
to a greater or lesser degree to reduce the 
amount of waste in residual carbon stubs. 

The function of a carbon saver is not 
to reduce the burning rate of a carbon 
trim, but to utilize as much of the original 
carbon itself before it is discarded as a 
The theoretical optimum 


useless stub. 
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would be 100% utilization obtained by 


feeding one carbon behind the other with- | 

. . | 
out any waste stubs; however, this is an | 
ideal condition which has not been reached | 


satisfactorily since it has been so far im- 
possible to bond stubs to new 


or light interruption. 


THE STUB PROBLEM 


The problem for the carbon saver arises | 


simply from the fact that a carbon, in order 


to be fed into the arc, must be held rigidly | 
by some mechanical clamping device, and | 
proper | 
electrical contact with the source of cur- | 


at the same time it must make 
rent. 

With the copper-coated non-rotating cat 
bons this procedure is not too difficult be 
cause the mechanical clamp is usually the 


electrical contact and the carbon is merely | 
The condition is | 
aggravated, however, in the case of the} 


pushed into the arc. 


9, 10 and 13.6mm_non-coated 


which have to be rotated as well as pushed | 


into the arc. Here the clamp or rollers 
merely supply the mechanical propulsion, 
and the electrical contact is supplied by 
extra contact shoes attached to the carbon 


and located as close as possible to the arc. } 


In practically every lamphouse the car- 
bon holding and feeding mechanism, both 
for positive and negative carbons, 
been designed so as to limit their position, 


or “closeness,” to the arc. Where the car- 


bon feeds are stationary, as in the case of | 
rotating carbons, baffles are inserted be- | 
tween the arc and the mechanism; and in | 


the case of the 
clamps or jaws are limited in their travel 


towards the arc by definite stop positions. | 
These precautions are only natural since | 


the carbon arc operates at such high 


temperatures that none of the commercial | 





carbons | 


properly without producing light dipping | 


carbons, j 


have | 


non-rotating carbons, the | 


NEVER HAS 


COnomy 
BEEN SO 
ESSENTIAL AS NOW! 


ECONOMIZE 
_— 


SLOW BURNING 


POWER CONSUMPTION ~ 
SAVINGS IN MAINTENANCE 


FROM “LOW” to 
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LORRAINE ‘‘Star-Core’’ CARBONS 
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PROJECTION REQUIREMENT 


¥ 
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LAVEZZI PROJECTOR PARTS 


Interchangeable. Guaranteed accuracy assures 
trouble-free installation. Available through Inde- 
pendent Theatre Equipment Dealers everywhere. 
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It Will Pay You to Wait! 


metals would withstand the terrific heat 
if they were to enter the arc itself, or ap- 
proach it too closely. 

For these reasons, carbons by themselves 
cannot be burned completely and, depend- 
ing upon the trim used, will leave residual 
unburned stubs of various lengths. For 
example, let us take one of the most com- 
mon suprex trims, the 8mm by 14-inch 
positive with the 7mm by 9-inch negative 
and see what happens to it when used for 
average conditions in the projection room. 

In this trim, both the positive and nega- 
tive carbons run over guides which serve 
as locating devices. Even if the carbon 
holders can be run up against these guides, 


ek 


The carbon saver on the left consists of light 
gauge metal shell crimped lengthwise. Stub is held 
by natural springiness of metal. Another stub is 
inserted at the other end and is clamped on the 
carbon jaws. The carbon sarver on the right is 
shown with threaded insert which is fastened into 
hole drilled at the end of the carbon stub. 


This saver has thin walled socket in which stub is 
inserted and held by set screw. The rounded saver 
rides through the guides but is raised slightly out 
of line. 


Clamp type carbon saver. Positive carbon guides 
must be notched to permit saver riding through 
the guides. Carbon stub is held in jaws by turn- 
ing wing bolt. 


there must be a carbon overhang between 
the guide and the arc flame. This overhang 
plus the amount of carbon in the clamp, 
plus a decent safety factor, constitute the 
normal unburned stub left from a standard 
trim. 

Many years of observation have proved 
that a suprex positive will leave a stub 
approximately 214 to 3 inches long when 
used without a saver. This value of 2% 
inches is about the minimum obtainable and 
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requires careful judgment on the part of 
the projectionist in determining the run- 
ning time of his film and the burning time 
of his short carbons. Subtract 2% from 
1+ inches and you get 11% inches of car- 
bon usable for producing the arc. The 11% 


a Le 
Photo courtesy of Payne Products Company 


Carbon saver with automatic carbon replacement. 


inches can be divided into any fractional 
part in terms of time, depending upon the 
current used at the arc. 

For instance, operating at 60 amperes, 
this length would provide approximately 
76 minutes of running time. Operating at 
65 amperes, the running time would be 57 
minutes; and at 70 amperes, the time 
would be reduced to 46 minutes. It would 
be possible to get three normal reels out 
of this trim only when operating at less 
than 65 amperes for the arc. 

If, however, a carbon saver is used, it 
is possible to run the stubs on an 8mm 
positive down to between one and 1% 
inches. Now let us see what this does to 
the running time for a 14-inch carbon: 

If we average the stub length to 1.25 
inches, then the usable or active part of a 
14-inch carbon becomes 1234 inches; at 60 
amperes we can get a running time of 85 
minutes, while at 65 amperes the running 
time would be 64 minutes, and at 70 
amperes the time would become 51 min- 
utes. 

It can be seen from these figures that 


INCHES PER HOUR 


60 70 


65 
ARC CURRENT IN AMPERES 


FIGURE ONE—Burning rate of 8 mm. positive for 
different arc circuit settings. 


three full 20-minute reels can easily be run 
through, using, only one 8mm positive at 
65 amperes, providing that a carbon saver 
be used. 

The quantities quoted above are theoreti- 
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PROJECTION: mel 
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Scueputep INSPECTION check- 
ups and regular maintenance are more 
than a “‘break”’ for your projection room 
equipment —the heart of your theatre. They 
are performance security that assure 
high-quality showmanship for your movie 
presentations. 

Neglect of proper maintenance control 
results in equipment troubles that seri- 
ously interfere with box-office takes. 


It costs so little to protect so much 
The advantages of RCA anor 
Service are yours at a 
cost so low, a few ad- 
missions daily pay for 
it. Write for complete 
information, 
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Protect your equipment with RCA service 
—Constant usage of sound and projec- 
tion equipment causes wear and tear of 
critical parts . . . tubes become weak 
. .. transformers and condensers need to 
be replaced . . . wiring must be checked. 
The possible scarcity of new sound and 
projection equipment . . . even replace- 
ment parts . . . makes it important that 
you protect the life of the equipment 
you now have. 


RCA Parts Plans cover all makes and 
types of theatre sound equipment, as 
well as projectors and accessory units. 
This protection is more vital today than 
ever before. 


RCA SERVICE COMPANY, INC. 
A RADIO CORPORATION of AMERICA SUBSIDIARY 
CAMDEN, NEW JERSEY 
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tive circulars, giving full 
details of the many advan- 
tages of this new WENZEL 
product. 
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THE ASHCRAFT C-70 
PROJECTION LAMP 


Suprex Projection at its best is obtained 
with the Ashcraft C-70. Either 7mm car- 
bons from 45-50 amperes or 8mm up 
to 68 amperes. 


Precision operation at all currents. Ball 
and Roller bearings throughout — 14” 
high speed reflector. 


THE ASHCRAFT SELENIUM 
RECTIFIER 
50 to 110 Amps 
3 phase—190 to 240 Volts 


Suitable for all types of 
lamps. Long life — high effi 
ciency and smooth operation 


c. 5. ASHCRAFT 


36-32 Thirty-Eighth Street 


MANUFACTURING 
COMPANY 


Long Island City 1, N. Y 


GOLDE TICKET 


DISPENSER 
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ECONOMICAL 


Simple and sturdy. Quick 
dispensing . .. easy read- 
ing. Magazine load. Add- 
A-Magazine feature. Rub- 
proof satin chrome top 
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No. 467. * At better theotre supply declers. 
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COMING NEXT MONTH 

An Outstanding Advance 

in Sound Reproduction 
by Ballantyne 


cal and were derived from the graph shown 
in Figure 1. However, these values are very 


| closely borne out by actual field operation, 
| especially when taken over a long period 


of time. The following three cases will 


easily demonstrate this: 


CASE A: 


Projection operated 3176 hours in one 
year; 8mm x 14-inch positives used, 2491 ; 
1893; arc 


Posi- 


7mm x 9-inch negatives used, 
current 60 to 62 amperes, average. 
tive stubs averaged 114% inches with carbon 
savers, leaving 12% inches of usable car- 
bon. Multiplying the number of carbons 
used (2491) by 12% inches, and dividing 
that answer by the number of 
projection (3176) 
This value has been located as Point 


nours of 
gives 9.8 inches pe 
hour. 
A in Figure 1. 


CASE B: 


Projection operated 4917 hours in one 
year; 8mm x 14-inch positives used, 5091; 
7mm x 9-inch negatives used, 2900; arc 
current 65 to 67 amperes, average. Positive 
stubs averaged 1% inches with carbon 
savers, providing 13 inches per hour. This 


value is located as Point B of Figure 1. 
CASE C: 


4619 
year; 8mm x 14-inch positives used, 5310; 
3027; arc 


current 68 to 70 amperes, average. Positive 


Projection operated hours per 


7mm x 9-inch negative used, 


averaged 11% inches with carbon 
Available carbon 14.4 inches per 
hour. This value is Point C of Figure 1. 

On the chart you will note that Point 
A, B and C come very close to the theoreti- 
cal values which are indicated by the solid 


As was pointed out above, the rate 


stubs 


savers. 


line. 
of consumption per hour cannot be changed 
by using a carbon saver, but the number 
of carbons used per year certainly can be 
decreased. If no savers were used in the 
above three cases, the number of positives 
for the same period of time would have 
been: 

Case A, 2770 positives; Case B, 5680 
positives; Case C, 5900 positives. 

Al’ of the above investigation brings us 
to the question of how much money can be 
saved over a period of time when carbon 
savers are used. In this discussion I feel 
that we should use average figures in order 
to prevent comparison of individual and 
possibly extreme cases. 

The experience of a group of 50 mixed 
theatres using 8mm positives and 7mm 
negatives indicates that the average month- 
ly consumption per theatre has been 280 
positives, and 190 negatives. The cost for 
the positive carbons (at not quite 16c each) 
was $44.50 per month. The cost for the 
negatives was $14.40 per month. 

If by using a carbon saver for the posi- 


, 
tives. we can reduce the stubs from 2% 


inches to 14% inches, then we will increase 
the usable length from 1114 inches to 12% 
inches and produce a saving of 11.1% 
amounting to $4.95 per month for positives. 

If we can reduce the negative stubs from 
2 to 1% inches, then we will increase the 
usable length of the negatives from 7 inches 
to 734 inches and produce a saving of $1.55 
per month for negatives. 

The average savings produced by using 
carbon savers for both positives and nega- 
tives would therefore be $6.50 per month, 
or $78 per year per theatre, for the type 
ot operation here considered. 

Recently carbon savers have been pro- 
duced which consist of completely new posi- 
tive column and positive carbon assembies. 
The manufacturers of these carbon savers 
say that carbon stubs can be reduced to 
one inch in length; and furthermore, that 
the succeeding carbon will be inserted au- 
tomatically at this point without arc inter- 
ruption. 

The>cost of carbon saver attachments 
has ranged from two or three dollars for 
the clamp type, to $50 and more for the 
automatic changer type. The data given 
above certainly indicates that approximate 
savings of 70 to 80 dollars per year can 
be realized with the use of carbon savers. 

It seems to me that the subject of carbon 
savers has been treated too haphazardly 
by the lamp manufacturers 
True, the amount of money 


themselves. 
to be saved 
sn't a tremendous sum; however, a little 
little there, if 
sacrifice of good standards, can be worth- 


here and a saved at no 
while, constructive economy when totted 
up at the year’s end, Certainly a saving 
of 70 bucks a year for many thousands of 
theatres can amount to a tidy sum for the 
theatre business. 
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Theatres | 


At left is the projection 
room of the Center theatre 
recently opened in Omaha | 
by Walter Creal and Joe | 
Damon. Projectors, bases, 
lamps and sound equip- 
ment are Ballantyne. Be- 
tween the projectors is 
the amplifier cabinet. 


The projection room of the 
Trail theatre in St. Joseph, 
Mo., is shown below. This 
new house, a Dickinson op- 
eration, has Simplex “X-L" 
projectors and sound sys- 
tem, 4-inch diameter Koll- 
morgen lenses, and Peerless 
“Magnarc’™ lamps. 


This is the projection room of the Martinsville drive-in, Martinsville, Ind., in which Ger-Bar, Inc., of Indian- 
apolis, installed Motiograph projectors, bases and sound system with ramp switching panel, a Motio- | 
graph motor-generator and Strong "Mogul" lamps. In-car speakers are Motiograph models with neo- 
prene-covered cradles and ramp light junction boxes. 
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You Can't Buy 
‘A GOOD 


Rectifier 
for Less! 


Strong Rectifiers are 
the only rectifiers on the 
market which are espe- 
cially designed, manufac- 

tured and tested in one plant together 

with and for use with motion picture pro- 

jection arc lamps. This is highly important, as 

efficient operation of each type and rating of arc 

necessitates a rectifier specifically engineered to its 
particular requirements. 

There is a dependable Strong Rectifier for every type 
projection lamp: 2-Tube « 4-Tube « 6-Tube « Single 
and Three Phase Models for 
e Rotating Feed Angular Trim High Intensity 
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e 1K.W. High Intensity 

« Low Intensity 

All assure smooth output current, long life, low operating 
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10%, to 25%, 
Using 


DROLL 


Processed Carbons 


—a continuous trim that 
burns the entire carbon. 


Available for these H.1. trims: 

NEGATIVES POSITIVES 

6mm.x 9” 7 mm. x 12” and 14” 
7 mm. «x 9” 8 mm. x 12” and 14” 
and 13.6 mm. x 22” (machined for adapters) 
to provide 20 minutes more burning time. 
Shipped PREPAID at regular carbon list 
prices, plus $1.15 per hundred for milling, 
drilling and clips (on 13.6 mm. x 22”, $1.50 
per hundred), less 5% on carbons, 10 days. 


Write today for literature. 


DROLL THEATRE SUPPLY COMPANY 
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| Actual suits involving points of law bearing on theatre operation, concisely described and: 
analyzed in laymen's terms for the purpose of helping theatre management to avoid condi- 
tions which might lead to it to be sued, and of providing cases on which its own suits or 
legal defense might be based. All decisions given are of higher courts and of recent date. 
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“Nuisance” No Longer 
Anti-Drive-In Grounds 


WHILE THE establishment 
of a drive-in can be prevented by zoning 
restrictions, and also by realty sale contract 

and by deed, there is 
nothing about a drive- 
in, by itself, on which 
to base successful court 
It is 
understandable that 
residential property 
owners do not appre 
ciate the fact that a 
drive-in is not regarded 
by the courts today as 


action against it. 


LEO T. PARKER 


too 
at- 


a nuisance—it is 
prevalent, too widely accepted and 
tended. 

But theatre operators, according to our 
mail, do not seem to appreciate that fact 
too clearly either. We have dealt with the 
various ways in which a drive-in, or any 
other business, may be prevented by zoning 
The owner of a tract of land can 
also restrict the uses to which parcels of it 
tl But if 


that he 
are not specific restrictions of either source, 


law Ss. 


sells may be put. there 


adjoining owners of residential 


property 


cannot drive-in project on the 


grounds that such a theatre would be a 


stop a 


nuisance to them, or that it would impair 
the value of their property. 

For example, in Sundown Cruise-In 
Theatre v. James (97 N. E. [2d] 235), 
a man named James purchased a 6l-acre 
farm 1944, 
James filed for record a plat containing 
several lots fronting on the highway or 
street. This plat contains restrictions as to 
use of the property, the object being to 
permit the lots to be used only for resi- 


near a city. The next year, 


lential purposes. 

In 1950, James leased a 12-acre tract to 
the Sundown Cruise-In Theatre. The lease 
makes no mention of other land sold off the 
original 6l-acre tract, or any residential re- 
trictions applicable to the lots or tracts 
already sold. The testimony showed that 
James did not inform the Sundown Cruise- 
In Theatre concerning the previous sale of 


lots and tracts and restrictions avplicable 


thereto; neither did the Sundown Cruise-In 


Theatre inquire, nor was it otherwise in- 
formed as to the previous sales of lots and 
tracts and applicable restrictions. 

Several days after the lease was executed 
the officials of the Cruise-In 
staked out the ramps and began pouring 
concrete for the footings of the structures. 
At this stage of operations the various 
nearby home owners filed suit and asked the 


Sundown 


court to grant an injunction against con- 
struction and operation of the theatre on 
the contention that its operation would 
greatly annoy them, and that it was a legal 
nuisance. 

The lower court held that the operation 
of the theatre would constitute a nuisance 
and that there was an implied covenant and 
agreement binding upon James not to use 
or lease the 12-acre tract for purposes other 
than residential. 

The higher court refused to issue the in- 
junction, and reversed the lower court, 
saying: 

“We are convinced, and apparently it is 
now conceded, that a drive-in theatre is not 
may become so by 
There is no evt- 


nuisance per se. It 
the of operation. 
dence before the court as to the manner of 
operation of the theatre by appellant.” 

The property owners also contended that 
restricted their lots ex- 


manner 


since their deeds 
clusively for residential purposes, the i2- 
acre tract also was impliedly restricted for 
residential purposes. The higher court re- 
fused to agree with this argument, saying: 

“James was not bound, either in law or 
equity, to restrict the use of the 12-acre 
tract to purposes. The lessee 
(Sundown Cruise-In Theatre) was under 


no legal duty to search the record of other 


residential 


properties adjacent to the 12-acre tract on 
which it took a lease. Furthermore, James 
was under no obligation to inform the lessee 
with reference to restrictions contained in 
conveyances of lots and tracts previously 
sold. The injunctive relief sought by the 
plaintiffs (home owners) will be denied on 
the ground that there is no showing that 
the operation of the theatre is a nuisance 
and that the 12-acre tract leased to the 
appellant corporation Crutse- 
In Theatre) is not bound by a rectprocal 
negative easement which would restrict the 
use of the property for residential purpose.” 


(Sundown 
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Competifors’ Site Pact 
Barred by Anti-Trust Law 


ALL courts hold that a 
contract is void and unenforceable which 
is intended to suppress competition. Here 
is an interesting application of this to an 
arrangement between two theatre operators 
(Kass Realty Company v. Kogod, 186 Fed. 
[2d] 763). 

Kogod and his partner bought a site in 
a city and announced they would build a 
theatre there. About the same time a com- 
pany decided to build a theatre about three 
blocks from the Kogod site. 

The area could not profitably support 
two theatres, so after considerable contro- 
versy, Kogod and the company made a con- 
tract which did not permit either the com- 
pany, or Kogod alone, to designate a site, 
but required them to agree on one. In 
other words, the contract in effect, specified 
that the new theatre would be so located 
that it would not compete with any other 
theatre in which either the company or 
Kogod was interested. 

The contract also specified that in the 
event of their failure to comply with the 
contract, they should be obligated to pay 
$100,000 to the Kass Realty Company, 
which realty company also agreed not to 
build a theatre at a stipulated location. 

In subsequent litigation, the higher 
court held that although the company and 
Kogod violated their contract, the Kass 
Realty Company could recover no damages 
since the contract was one to suppress com- 
petition and extend monopoly in violation 
of the Sherman Anti-Trust Act. 





Also, neither the company nor Kogod | 


could compel the other to fulfill the terms 
of the contract. The court said: 


“Kass cannot be heard to complain of the | 


failure of Stanley (company) and K-B | 


(Kogod) to out an agreement to 
suppress competition and extend monopoly 
of the Sherman Anti-Trust 


carry 


in violation 


Act.” 


No Liability for Car 
Parked by Its Owner 

IS THE operator of a 
theatre parking lot liable for theft of an | 
automobile which the car owner himself | 


parks? According to a late higher court 
decision the answer is no (Burcham v. 
Coney (94 N. E. [2d] 280). The court 
pointed out: 

“No ticket or receipt is given for any 
vehicle and no specific spot in the area is 





allotted to any vehicle and owners of auto- | 


mobiles or motor cycles may lock their 


vehicles or not, as they choose.” 
In other words, 


the owner of an automobile parks his car | 


(Continued on page 40) 
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Custom Screen 


GIVES YOU 
- “CENTER SEAT VISION” 


From every seat in the house! 
ELIMINATES GLARE AND DISTORTION! 
GIVES AMAZING NEW DEPTH! 
PERFECT SOUND TRANSMISSION! 

NO PERFORATIONS! 


Manufactured by 


B. F. SHEARER COMPANY 


2318 SECOND AVENUE, SEATTLE, WASHINGTON 
EQUIPMENT LTD... . OFFICES IN ALL PRINCIPAL CITIES 
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How To Cut The Cost of a 
Job That's Never Done 


Brt rising maintenance costs in your 





Model M— A streamlined 
Super for heavy duty 
use. Light weight, 
ready portability, 
simple operation. 


Model QS—A Super quiet 

suction cleaner with multi-stage fans 
for powerful pick-up. Easily portable 
on any kind of floor 


The Super sees in the dark! 
Gobbles up pop corn faster than 
your patrens! Removes dirt from 
100 air filters in 15 minutes! 
And many other feats that will 
amaze and please you. Any one 
of the three Super models will 
deliver complete 

satisfaction. 

Your supply dealer 

will be glad to dem- 

onstrate the Super 

right in your thea- 

tre... . Or write: 





theatre. A Super Specialized Theatre 
Cleaner, and one man or woman to operate 
it, is a complete cleaning staff. Super theatre 
cleaning tools, positive pick-up, and easy 
portability enable the oper- 
ator to clean everything 
everywhere quickly, easily 
and thoroughly — screen, 
sound equipment, box fronts, 
lamp house, upholstery, car- 
pets and bare floors. 
Model BP—AlIl QS features plus 
wet pick-up. Shampooed carpets 
and floor coverings quick-dried 
where they lie; scrub water re- 
moved from bare floors 


NATIONAL SUPER SERVICE CO., INC. 


1941 N. 13th St., Toledo 2, Ohio 


‘SUPER SUCTION 


SINCE 1911 


“THE DRAFT HORSE OF POWER SUCTION CLEANERS” 














The F & Y Building Service is the outstanding 
agency in Theatre Design and Construction in 
Ohio and surrounding territory. 
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Plan for Building Outdoor 
Theatres Under Restrictions 


WANT TO build an out 


wo theatre? Don’t let defense restric- 

ons stop you, says The Ballantyne Com- 
pany, Omaha, offering a plan whereby it 
be built under those restrictions, first 
1 walk-in “Country Club” theatre, with 


mpletion into a drive-in the following 
Materials 

structures manufactured by the Fence Com 

pany of Mich., 

the pagoda seats developed for Ballantyne 

walk-in 


well be 


include _ prefabricated 


America, Escanaba, with 
the seating during the 


These of 


to supply 


period course could 


retained by the drive-in, since they are 


rustically attractive, are covered and have 


bles for refreshments. 
According to the plan, most of the in- 
tallation could be made the first vear, leav 


ng grading for ramps and related drives 


for the second vear, when another sum of 


$5000 would become available for real 


roperty development. Equipment could 


nstalled at once except for in-car 


speakers. The plan has been worked out 
bring equipment installation costs with 


in the $2000 limitation which is the only 
restriction applying to most kinds of equip- 
ment. 

The projection-refreshment building is 
a prefabricated structure. Projection and 


toilet rooms are enclosed, the refreshment 


stand canvas-covered. A prefabricated box- 


offic e 


The other principal structure, the screen 


is also.available. 


tower, is prefabricated, anchoring without 
It would be attached to 
8x8-inch timbers laid in 


a concrete base. 


trenches. Design 


ilso provides for erection the. first vear 


sufficient for a picture 3 feet wide, and en 
larging it later to a width of 44 feet. Such 


a tower, being “portable,” is personal 


property, so it does not come under the 


$5000 limitation. 
Fencing sufficient to be classified as 
“trafic control” 


and 


- that Is, defining entrance 


exit drives, is also classified as per 
sonal property, hence only the installation 
cost comes under restrictions. 
Attraction advertising equipment, if at 


tac hed to the tower, would likewise be per 





Scheme for walk-in thea- 
tre with parking space 
to be ramped later for 
drive-in. 





s--*! 








sonal property, the prospectus points out. 

In place of individual speakers, the plan 
proposes a blast system, which not only re- 
duces the equipment purchase cost, but 
simplifies installation. However, there could 
be in-car type speakers for the pagodas, with 
overhead wiring. 

Site preparation the first year would con- 
sist in skinning off the top soil and treat- 
ing the ground with oil or similar condi- 

The area thus prepared would in- 
both the space before the 
screen, and a parking lot. A total of $1500 
is estimated as the cost of such preparation. 

Plan drawings and a complete descrip- 


tioner. 


clude seated 


tion of the plan, with price schedules, are 
The Ballantye Company 
(1707-11 Davenport Street). 


available from 


Inexpensive Insecticide 
Fegging Attachment 


THE ADVANTAGES of the 


method of insect eradication 


a drive-in theatre 


fogging 
throughout the area of 
have become available at extremely low 
cost by the development of a device that 
utilizes the motor of the jeep or other 
truck used for the purpose. The device is 
marketed by Magic Fog, Inc., Cissna Park, 
Ill. 

A tube is permanently attached in such 
manner that it uses the heat from the motor 
manifold and propelling effect of the ex 
haust to vaporize and expel in a cloud a 
mixture of No. 2 fuel oil and D. D. T., 
or of “Magic The pur- 
chaser supplies his own tank for the solu- 


Fog” solution. 
tion, which can be a receptacle of any suit- 
able capacity. 

Attachment of the fogging device does 
not affect the use of the vehicle for other 
purposes, the manufacturer points out. It 
can be installed to be out of sight when 
It does 


not protrude from the side of the car. 


in use as well as when not in use. 


COMING NEXT MONTH 

An Outstanding Advance 

in Sound Reproduction 
by Ballantyne 
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Material Shortage Brings 
Improved Curtain Control _ 


NECESSITY IS not only | 
the mother of invention, according to the 
recent experience of Vallen, Inc., Akron, 
Ohio, manufacturers of 
track and controls, it can be the inspiration | 
of improvement. A new design for the 
Vallen “Aero” speed control, resulting in 
greater efficiency, is the fruit of defense 
program restrictions that required reduc- 
tion of critical materials used to fabricate 
this device. 

“We found that the first thing necessary 
to reduce materials,” reports E. J. Vallen, 
president of the company, ‘‘was elimination 
of a somewhat complicated worm and spur 
gear assembly. So we took that assembly 
out of a unit and asked ourselves, ‘Now 
what?’ ” 

By the time the answer to that question 
came, he relates, the entire unit had been | 
redesigned, and it proved to be smaller 
and more compact than the original. Mr. 
Vallen adds: 

“Tt differs completely in basic construc- 


curtain control 


tion and appearance. There is actually less 
mechanism, fewer parts to get out of order. 

“By scaling down the design, we will 
be able to supply a dependable curtain con- 
trol unit of precisely the correct capacity 
for any installation.” 


Ad-Offering 


Special information and catalogs are offered 
free by advertisers in this issue, as listed 
below. Write for them direct—or use the 
Theatre Supply Mart Postcard (page 19) 
with reference numbers as given in Index of 
Advertisers on same page. 


Adler Silhouette Letter Company: catalog on Se 

onal displays and Gla 

American Seating Company: folder 
auditorium chair 


Droll Theatre Supply Company: 


n-Frame equipment 


fecature: ts 
e carbons 
GoldE Manufacturing Company: 

ticket dispenser 
Marsh Wall Products, Inc.: literature 

3 how to modernize and e 

te wal! paneis 
National Super Service Company: 
free demonstration in 


dealer for y 


vacuum cieaner r write manufactu 


Norpat Sales, Inc.: literature on Hanover carbon 
aver 

Payne Products Company: literature on Cron-O 
Matic carbon 

RCA Service Company: write f 

ection and und maintenance 
Electric Corporation: 


aver. 


pr 

Strong 
 dacranstrahinn on recther 

Wagner Sign Service, Inc.: cata 
equipment 

Wenzel Projector Company: descriptive 
and full deta of the new Wenze 

assembly 

Williams Screen Company: sample 
white projection coun 


projector 


materia 


BETTER THEATRES SECTION 


FOR THEATRES OUTSIDE 
y, S.A. AND CANADA . - - 


Sound § ystems for Every Theatre 


For theatres of every size and budget, Westrex 
supplies complete sound systems; the Westrex 
Master, Advanced and Standard. Available sound 
equipment includes the latest type amplifiers, 15 
to 100 watts, and the famous Western Electric 
loudspeakers for backstage. 





Features of the 
Westrex Master Sound Head 
Hydro Flutter Suppressor * Plug-in Pre-amplifier * 
Film Alignment Control * Vertical Drive Motor - 
Electro-tension Governor * Twin Exciter Lamps 


Westrex, subsidiary of the Western Electric 
Company,aiso offers a full line of projection equip- 
ment, theatre supplies and accessories. 


cop STUDIOS EVERYWHERE Western Electric Recording Equipment 


RECORDER AND AUTOMATIC 
RECORDER CONTROL 


TRANSMISSION 
EQUIPMENT 


POWER 

MICROPHONE EQUIPMENT 

Series 700 Deluxe System—one of the six com- 

plete recording systems offered by Westrex. 
For an evening out...go to the movies! 


Motion picture studios everywhere rely upon 
Westrex to supply the finest, most modern re- 
cording equipment available. Illustrated is the 


Research, Distribution and Service for the Motion Picture Industry 








Westrex Corporation 


111 EIGHTH AVENUE, NEW YORK II, N.Y. 
HOLLYWOOD DIVISION: 6601 ROMAINE STREET, HOLLYWOOD 38, CAL, 














The FIRST SoLip-PLASTIC SCREEN 
The ONLY seam_Less 


PLASTIC SCREEN 





Only $1.50 per square foot. Write for free samples, silver or white. 


WILLIAMS SCREEN ¢€O.~ 
1675 Summit Lake Blvd. Akron 7, Ohio 








COMING NEXT MONTH 

An Outstanding Advance 

in Sound Reproduction 
by Ballantyne 


make the Theatre 


BETTER THAN EVER 


for Movies 

















Standard Textbook 
of a Great Craft 


RICHARDSON'S 


BLUEBOOK of 
PROJECTION 


SEVENTH EDITION 


For over three decades, through edition 

edition, celebrated work has 
own with the technics of the screen art. 
Today it is known among projectionists 
throughout America and much of the rest 
of the world as the projectionist's standard 


TEXTDOOK 


after this 


é Seventh Edition 
tandard textbook on motion picture 
sction and sound reproduction brings 

to-the-minute guidance. Contents in 

clude four chapters on Theatre Tele- 
vision, prepared for the practical instruc- 
tion of motion picture projectionists, 


and a chapter on 
2 


Postpaid 


rrent 


; 


sck and 
tereophonic te 


duction. Order trom 


QUIGLEY BOOKSHOP 
1270 Sixth Ave., New York 20, N. Y. 








Every Seat Is a Perfect Seat 
with the New TRANS-COLOR 
Polarized Convex 
PROJECTION SCREEN 

NORPAT SALES, INC. 

45 W. 45th St., N. Y. 19 
The ONLY SCREEN CURVED for TV 
TRANS-COLOR SCREEN CO., INC. 


Sole Sales Agent 
EJ Tel. LUxemburg 2-4994 
116 Latta Arcade, Charlotte, N. C. 











COMING NEXT MONTH 

An Outstanding Advance 

in Sound Reproduction 
by Ballantyne 


'A Line o' Law or Two 


continued from page 37 





| in a parking lot without giving it into pos- 
| session of a parking lot employe, there can 
| be no liability on the part of the owner 
| of the parking lot for theft of the car, 
| unless the owner of the car proves that 
gross negligence of the parking lot em- 
ployes resulted in the theft. 

On the other hand, courts have held that 
if a parking lot employe parks the car, the 
proprietor is liable for theft of the automo 
bile resulting from ordinary negligence of 
the employe in failing to exercise reason- 
able care to guard the automobile. 


Zoning Must Serve the 
Public Welfare Actually 


AS WE have again ob 
served above, municipalities may adopt zon- 
ing ordinances, as an exercise of their police 
power, and thus prevent establishment of 
a theatre or other activity in a certain area. 
However, 
a real, substantial relation to public health, 
Other 


such an ordinance must have 
safety, morals or general welfare. 
wise the ordinance is void. 

This is particularly so with respect to 
city which 


erection of drive-in theatres in an industrial 


zoning ordinances prohibit 


For example, in Skokie Amusement 


(97 


area, 
Corporation v. Village of Skokie et al 
N. E. [2d] 
facts as follows: 
The Skokie 
leased, with privilege of purchase, an 18 


310), the testimony showed 


Amusement Corporation 


acre tract of land in an area zoned as an 


a | The 


showed that one Riley, who was a 


industrial district. testimony 
zoning 
expert and city planner by profession, con 
sidered that the protection of industrial 
districts was a element for zoning 
and that the highest and best use for the 
Skokie Amusement Corporation’s 18-acre 


tract was for industrial purposes. 


proper 


His opinion was that the location of a 
drive-in theatre would have an adverse ef 
fect upon the surrounding industries traffic 
He 
needed and that 
lawed, but he did not feel that they should 
Therefore, the 


igreed that such theatres were 
should not be out 


Wise. 


they 


be permitted everywhere. 
city adopted an ordinance prohibiting drive 
in theatres in “H” district. 





The Skokie Amusement Corporation 
filed suit and asked the court to compel 
the city officials to issue a building permit 
for construction and operation of a drive 
in theatre on the 18-acre tract. 

Counsel for Skokie Amusement argued 
that the zoning ordinance was not based 
upon any considerations of public welfare 
or safety or health or morals, but that the 


refusal was arbitrary, capricious and wil 


ful. The higher court agreed and ordered 
the city officials to issue a permit. The court 
said: 

“The passage of the ordinance, after 
plaintiff's (Skokie Corpora- 
tion) application for a building permit had 
been denied, lead to the unescapable con- 
that and without any 
reasonable explanation the amendment was 
adopted for the express purpose of outlaw- 
ing the proposed theatre, an admittedly 
lawful business. We conclude that the pass- 
age of the amendment to the zoning ordi- 
of the village of Skokie was un- 
reasonable, arbitrary and had no firm basis 
in, or relation to, the public health, morals, 
safety or public welfare.” 


Amusement 


clusion suddenly 


nance 


Can't Change Delivery 
Service without Cause 


According to a late higher court decision, 
a public service commission will not grant 
a permit to a competiting motor carrier to 
transport films, and other theatre supplies, 
if the testimony shows that the present 
transportation company is rendering reason 
ably service to theatre owners 
generally. 

In Wycoff Company, Inc., v. Publ 
Service Commission et al. (227 Pac. [2d] 


323), it was shown that the Seamons Truck 


satisfactory 


Line held a permit to operate as a cor 
tract motor carrier for the transportatior 
of motion picture films, advertising matter, 
and theatrical supplies to various theatres 
in a locality. 

Another company applied to the Public 
Service Commission for a permit to com- 
pete with the original Seamons Truck Line. 
The commission refused to issue the per- 
mit, and the higher court upheld the com- 
mission, saying: 

“Defendant's Truck Line) 
operations over the months had been regu- 
lar and satisfactory. It had developed a 
business to a point where it was hauling 


(Seamons 


for most of the show houses.” 


Terrace Theatre 


(Continued from Page 26) 


The ‘Terrace is air-conditioned with 
cooling by U. S. Air-Conditioning Corpora- 
tion units, and distribution by flush ceiling 
Anemostats. 
Projectors and sound equipment are 
Simplex “X-L”, projection lamps Peerless 
with 7x8mm trim. The projection room is 
24x11 feet generator and _ toilet 


room adjoining. 


with a 
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This chair is especially 


designed for YOU/ 


Ideal for tropical climates, it is proof against 
Disease, Insects and Vermin, and is interchange- 
able between your theatres. 


IT CAN BE DELIVERED 
IMMEDIATELY 























SELF-ADJUSTABLE 
to AWY position 
in AW ‘Cneatre 


Wes 
* NWN BASSADOR’ 


G. B-KALEE LTD., Mortimer House, 37/41, Mortimer Street, London, England 
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THE WORLD'S FIRST 4-SCREEN DRIVE-IN THEATRE 
EQUIPPED WITH SIMPLEX X-L— FIRST IN MOTION PICTURE PROJECTORS 


ESSANESS THEATRE CIRCUIT, owners and operators 
of the world’s first 4-screen theatre, realizes that 
its success depends upon more than mere novelty. 
It depends upon the continual maintenance of 
the very highest standards of motion picture 
entertainment. That’s why ESSANESS chose to 
install SIMPLEX X-L, the finest in motion picture projectors! 


MANUFACTURED BY INTERNATIONAL PROJECTOR CORPORATION ¢ DISTRIBUTED BY NATIONAL THEATRE SUPPLY 





